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P.0. Toughens 


Talking to 10 Agencies . 


Buick Dealers’ Beefs About Ads May 


Attitude Toward © 


home permanent 


ER & GAMBIS 


Rates on Inserts 


Betty Crocker Cookbook 
Takes 4th Class Rate, 
Not 2nd, Riley Explains 


WASHINGTON, Jan. 9—Magazine 
publishers are learning to their 
dismay that postal officials are be- 
coming noticeably tougher in in- 
terpreting regulations which de- 
termine the kinds of advertising 
that can be carried in periodicals 
paying second class rates. 

This shift in postal attitude came 
into the open after reports circu- 
lated this week that the depart- 
ment has told Ladies’ Home Jour- 
nal that it could be required to pay 
the fourth class rate for copies of a 
Betty Crocker cookbook which are 
bound into the current issue of that 
magazine. 


s Edwin A. Riley, director of cus- 
tomer relations for the department, 
said he is unable to reveal the de- 
tails of any dispute which the de- 
partment has with an individual 
mailer, but he confirmed that the 
department has been refusing to 
accept second class postage for the 
28-page “Bisquick Party Book.” 

Mr. Riley said it would be a 
service to the publishing industry 
for ADVERTISING AGE to caution 
magazines against carrying inserts 
which might conflict with second 
class regulations. 

In recent years, Mr. Riley said, 


the department has let down the billings, a figure which made it the | 


bars on inserts, and approved many 


which had been questioned in the | 


past. 
As a result, he said, the pendu- 


Procter & 


FAST PACE—Procter & Gamble will 


New..n0 lotion 


Pace with magazine color spreads like this one, which breaks next 
month (Story on Page 4). 


The end papers do the 
waving tor you 
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Gamble’s Pace 


no lotion permanent 


kick off the campaign for its new 


‘Fantastic ... Fabulous... Terrific’... 


Billing Rose $25,000,000 
Without Adding Account; 
Joins $100,000,000 Ranks 


New York, Jan. 10—-Ted Bates 


000,000 in billings in 1957, to bring 
its total for the year to “more than 
$100,000,000,” according to William 
/H. Kearns, president. In 1956 the 
jagency reported $75,700,000 in 


/nation’s 11th largest agency in Ap- 

VERTISING AGE’s annual ranking. 
Mr. Kearns said the 1957 billings 

|gain “came from clients who were 


‘Happy Clients’ Boosted 
Bates Billing 33% in ‘57 


|& Co. racked up an additional $25,- | 


e year.” ' 
Founded late in 1940, Bates 
billed about $5,000,000 the follow- 
|ing year. By 1945 the figure was | 
jup to $16,000,000. In 1950, the 
|agency had advanced to the $25,- 
000,000 level. It gained consistent- 
|ly through the next five years, re- 
|porting a total of $59,200,000 in| 
|1955, then jumped $16,500,000 to 
| $75,700,000 in 1956. 

| Bates, which has 750 employes 
servicing “just 13 clients’”—an av- 
erage of 60 employes per adver- 
tiser—is a specialist in consumer 
package goods. Actually, Bates has 
17 accounts, but four are divisions 


| th 


Didn’‘t Like Gleason, 
Berle, Fight Commercials, 
Ads in Dailies, AA Told 


Cuicaco, Jan. 9—How influential 
were the Buick dealers in getting 
General Motors Corp. to fire the 
Kudner Agency? 

In a spot check of Buick dealers 
here and in New York, ADVERTIS- 
ING AGE was unable to find one 


Ragsdale Names 9 
of 10 Agencies in 


Buick Account Race 


MiaMi1 Beacu, Jan. 10—Edward 
T. Ragsdale, general manager of 
Buick, today told ADVERTISING AGE 
that ten agencies are under con- 
sideration for the $20,000,000-plus 
Buick account. 

Mr. Ragsdale, who is attending a 
convention here, said he will in- 
terview “five or six’ of these ten 
agencies when he returns to Flint 
Jan. 19. The successor to Kudner, 
which Buick fired three weeks ago 
(AA, Dec. 23), will be named about 
Feb. 1, he said. 

Following are the names of nine 
of the ten agencies currently in the 


| running, as named by Mr. Ragsdale 


| (he could not recall the name of 
the tenth): 
Batten, Barton, Durstine & Os- 
born 
Benton & Bowles 
(Continued on Page 73) 


lum seems to have swung too far, | with the agency at the start of 1957; 
(Continued on Page 77) no new clients were added during 


Home Furnishings Market Startles 
Buyers, Producers by Its Liveliness 


of client companies, 


= Commenting on the billings 
boom in 1957 over 1956, Mr. Kearns 
said: 

“This is the way we like to see 
our business grow. It means that, 
by and large, our clients’ brands 
are growing at a healthy, vigorous 
rate and advertising budgets are 
being increased accordingly. As 


Baltimore Admen 


BaLtTrmore, Mb., Jan. 9—Fear of 
a tax sword hanging over their 
heads rather than fear of immedi- 
ate economic setbacks pervades 
the thinking of most advertising 


Furniture Men Debate 
Obsolescence vs. Product 
Durability as Sales Motif 


Cuicaco, Jan. 8—Analysts look- 
ing for early signs of how the 
economic winds actually are blow- 
ing in the much-talked-about year 
of 1958 could observe evidence of 
earnest optimism at the 1958 Inter- 
national Home Furnishings Mar- 
ket being held here this week and 
next. 

Despite pre-market predictions 
of a slow market pace, registra- 
tion at the Merchandise Mart has 
been running about 6% ahead of 
last year. American Furniture Mart 
registrations at the close of busi- 
ness today were 10,177—about the 
same as last year. 

Despite sales drops in 1957, 
which were felt by both retailers 
and manufacturers, most retailers 
at the market seem to believe busi- 
ness in 1958 will be about 2% or 
2%% ahead of 1957. This, plus the 
existence of fairly small retail in- 


dining room furniture), has put 
buyers in both a buying mood and 
a buying position. This contrasts 
sharply with expectations that this 
would be a “look and see” market. 


® Sears, Roebuck & Co., one of the 
biggest buyers at the market, is 
one retailer expecting a retail gain 
this year. Arthur Rosenbaum, 
Sears’ director of economic re- 
search, says Sears expects a vol- 
ume gain of 2%, based largely on 
increased prices plus, to some ex- 
tent, the gains derived from the 
normal population expansion. 

He said a real danger in the 
months ahead is that the price in- 
creases, on many of which retailers 
are insisting, after a couple of years 
of profit squeezes, may give rise 
to some buyer resistance. 

Of the economy as a whole Mr. 
Rosenbaum said, “Not quite all of 
the bloom is off the boom yet.” 


s A few appliance manufacturers | 


are particularly jubilant about both 
1957 and prospects for 1958. In the 


(Continued on Page 73) ;and media executives in Baltimore 


Last Minute News Flashes 


Frawley Leaves; Colgate Exec Scene Keeps Shifting 

New York, Jan. 10—Michael P. Frawley has resigned as general sales 
manager of Colgate-Palmolive Co.’s household products division to 
join B. T. Babbitt Co. as exec vp. ADVERTISING AGE also learned that 
Jack Sugden, assistant brand manager on Vel, likewise resigned to join 
Babbitt, reportedly as vp and director of marketing. Mr. Frawley, a 
25-year veteran with Colgate, will be succeeded by Eugene E. Buckner, 
former division sales manager. Another assistant product manager, Ar- 
thur T. Castillo, who worked on Brisk toothpaste and Colgate shave 
|creams, has left to join Sullivan, Stauffer, Colwell & Bayles. No suc- 
cessors to Messrs. Sugden or Castillo have been named. At Babbitt they 
| join its new president, Marshall Lachner, for 16 years vp of C-P’s soap 
division before leaving to head Pabst Brewing Co. and then Babbitt. 
Earlier this week D’Arcy Advertising Co., the new agency on Halo 
(AA, Jan. 6), announced the appointment of John A. Garber as Halo 
account supervisor. He formerly was vp and toiletries account super- 
visor at Al Paul Lefton Co. 


‘57 Magazine Revenue Hit $741434A26 High 


New York, Jan. 10—Magazines, which enjoyed a sensational adver- 


426. Last year’s figure, compiled by Publishers Information Bureau on 
the basis of 89 magazines, showed a gain despite the fact that five mag- 


ventories in most home furnishings | hi-fi arena—which turned out to| azines fewer (no longer published) were measured in °57 than in ’56. 


categories (excepting bedroom and 


(Continued on Page 30) 


(Additional News Flashes on Page 77) 


tising year in 1956, when they racked up $723,505,189 in advertising 
revenue, did even better in 1957, when the figure zoomed to $741,434,- | ning Sun now carry a box on each 


Have Been Straw That Broke Kudner 


dealer who expressed approval of 
Buick advertising. Many said they 
had been dissatisfied with the ad- 
vertising for years, and some said 
they had complained directly to 
Buick executives. 

At sales meetings last Novem- 
ber Edward T. Ragsdale, general 
manager of Buick and a GM vp, 
in a letter to dealers asked them 
for comments on the 1958 Buick 
advertising. Dealers were shown 
samples of the new ads, and were 
to write their comments on the 
back of Mr. Ragsdale’s letter. 

Although dealers had been asked 
in past years to comment verbally 
on advertising, this was the first 
time that their written opinions 
were solicited, AA learned. Buick 
declined to reveal the number of 
letters received, or to give a break- 
down of those favoring and those 
opposed to the ads. 


s Following are some of the com- 
ments made to AA by Buick deal- 
ers: 

“Our ads looked the same, year 
after year. I think they used the 
same copy for 20 years. In 20 years 
with Buick, I never had a Kudner 
man visit our agency. We had peo- 
ple producing our sales training 
film who never sold a car and who 
knew little or nothing about the 
car business.” 

“I told Buick I didn’t like Glea- 
son, I didn’t like Berle, and that 
I thought our fight commercials 
{on the Jackson-Patterson bout in 
September] stunk.” 

(Cantinued on Page 73) 


Grumble Through 


Week of Ad Tax; Hope for Rescue 


after the first week of doing busi- 
ness under the newly imposed ad- 
vertising tax laws. 

While many predict that it will 
take about six months to fully ap- 
|praise any losses as a direct re- 
|sult of the 4% city tax on adver- 
tisers and 2% tax on local media, 
the consensus is that the added 
costs of advertising imposed by the 
twin ordinances must and will be 
overcome. 

However, there is a mutual fear 
that such a power to levy taxes on 
the service of advertising will crip- 
ple marketing and business growth 
in Baltimore, and wherever else 
such taxes may be imposed. 


s An early indicator of any losses 
|in advertising revenue due to the 
|taxes might be expected to show 
up in the classified pages of news- 
papers, where many ads are placed 
by occasional advertisers with 
\limited budgets. But the Baltimore 
|Sun and the Baltimore News-Post 
told ApverRTIsINc Ace that they 
haven’t noticed any such losses, 
|compared with the first week of 
last year. 

The Baltimore Sun and the Eve- 


page of the classified section stat- 

ing: “Advertising will be subject 

jto 4% Baltimore city tax. Taxes 
(Continued on Page 76) 
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‘Let's Salvage the Show’ . 


‘Trapped’ Sponsors 
Remodel TV Shows 


freys-Robert Sterling situation| @ 


Queues of Advertisers 
No Longer Offer ‘Relief’ 
to Ones Wanting ‘Out’ 


By Maurine Christopher 

New York, Jan. 8—Throw in a 
little love interest and change the 
locale. 
e Get a different kind of guest 
stars and, while you’re about it, 
make sure that the star of the show 
sings a little more himself. 
e Schmaltz it up a bit; put the 
star’s father on the show. 
e Try a new producer; and you 
might as well get a different chor- 
eographer too. 
e Move the show to a different 
time spot; there are too many kids 
staying up these nights. 
e Let’s have more songs from 
Frank and a live audience; viewers 
aren’t interested in those luke- 
warm dramas. 

But let’s see if we can’t salvage 
the show. - 


® These are the kind of orders that 
have been emanating from the de- 
cision makers during network tel- 
evision’s most temporizing season. 

The order to give a show a trans- 
fusion rather than let it die has 
not necessarily stemmed from 
choice, since there don’t seem to 
have been very many shows this 
season that were cancellable at the 
end of the first 13-week cycle. 

Nor have all the floundering 
telecasts proved 
to be salvageable 
by any means. 
Guy Mitchell 
(ABC), one of a 
swarm of singing 
hopefuls who 
have failed to 
find the Perry 
Como rating se- 
cret, was bounced 
by Max Factor 
at the first pos- 
sible moment. 

Concentration on more singing 
by the recording favorite, plus a 
switch to a revamped guest star 
policy, failed to stave off the pink 
slip, which came at the end of the 
first 16 weeks. So out goes singer 
No. 1 in favor of a new Anne Jef- 


Guy Mitchell 


Personal Products’ 
Serena Napkin Bows 
With Print Ad Push 


Mititown, N. J., Jan. 7—Per- 


sonal Products Corp. will introduce 
a luxury sanitary napkin called 
Serena by Modess in Sunday sup- 
plements in February and March 
issues of fashion and women’s 
magazines. 

Serena is a pink deodorized nap- 
kin, which will sell for 59¢ per box 
of 12. The color page ad introduc- 
ing it will picture the pink and 
white package against a pink back- 
ground. 

The ad is scheduled in February 
in American Weekly and inde- 
pendent supplements. It will also 
appear in March issues of Glam- 
our, Ladies’ Home Journal, Mc- 
Call’s and Vogue. 

In an introductory offer which 
expires March 31, the company 
will refund the full purchase price 


comedy “Love That Jill,” effective 
Jan. 20. 


® First-cycle pink slips also went 
out to (1) ABC’s “O.S.S.” from 
Mennen, which bought alternate 
week on “Colt 45” on the same 
network; (2) NBC’s “What’s It 
For” from Pharmaceuticals Inc., 
with a sort of “This Is Your Life” 
sequel called “End of the Rain- 
bow” coming in as a replacement, 
and (3) CBS’ “I Love Lucy” re- 
runs, from Sheaffer, leaving an al- 
ternate-week sustaining berth on 
this telecast. “O.S.S.” continues 
as a full sustainer on ABC, 

One newcomer, “Walter Win- 
chell File,” lasted out the first cy- 


(Continued on Page 78) 


HIGH-FLAVOR—Best Foods Inc. will 
run this color page in women’s 
magazines and Sunday supple- 
ments in February and March to 
introduce Saucerama made with 


Hellmann’s or Best Faods mayon- 
naise. Dancer-Fitzgerald-Sample is 


the agency. 


Chesley, Claggett See Ad Spending 
Increase Used to Offset Economic Dip 


Heads of D’Arcy, 
Gardner Agencies See 
Stiffer Market Rivalry 


Sr. Louris, Jan. 7—The heads of 
St. Louis’ two top agencies, in 
signed articles appearing in the 
Globe-Democrat’s year-end finan- 
cial report, wrote that they ex- 
pected to see an increase in the 
advertising business during 1958. 

Both Harry W. Chesley Jr., 


president of D’Arcy Advertising| 


Co., and Charles E. Claggett, pres- 
ident of Gardner Advertising Co., 
foresaw increased advertising 
budgets for 1958 as well as a need 
for harder selling to overcome 
price resistance. 


= “Right now we think that budg- 
ets of our clients will be up, per- 
haps as much as 10% and in some 
individual cases even more, as 
business men seek to offset the 
softening of the market,” Mr. 
Chesley said. “Of course, these 
budgets will be under constant 
scrutiny from quarter to quarter, 
particularly if the business decline 
is sustained.” 


@ Mr. Claggett wrote, “Our own 
forecast is reinforced by actual de- 
cisions of our clients. Our agency’s 
total commitments for billings 
have been increased approximate- 
ly 5% for the first quarter of 1958, 
as compared with the 1957 last 
quarter budgets.” 


of 59¢ on the box of 12 and the __ 
same amount on an economy box * 


of 48. The customer sends in the 
package end flap with a note—25 
words or less—telling why she 
liked Serena. 

Young & Rubicam, New York, is 
the agency. # 


PINK—Personal Products Corp. 
troduces its new luxury napkin, 
Serena by Modess, in this pink and 
white ad in supplements and mag- 
azines during February and March. 


Gardner, according to Mr. Clag- 
gett, has just completed its most 
successful year, with billings 
reaching a record total of $22,000,- 
000, an increase of approximately 
11%% over 1957. 


s Although business for agencies 

will be better in 1958, Mr. Chesley 

warned that competition for the 
(Continued on Page 50) 


‘Gordon Peters Ads 
Use Whimsey in 
Ist National Drive 


New York, Jan. 7—In the highly 
competitive fashion business, how 
do you get quick name identifica- 
tion for a new national advertiser? 

“If you put the clothes on a mod- 
el, then you look just like every- 
body else,” according to Richard 
L. Gilbert, head of Gilbert Adver- 
tising. The agency solved the prob- 
lem for its new account, Gordon 
Peters Co., maker of women’s 
shirts and blouses, by working the 
ads around unusual character sit- 
uations, all posing the question: 
“Who is Gordon Peters?” 

The first ad, for example, por- 
trays Gordon Peters as “the world’s 
most exciting artist—with a shirt 
or blouse.” The photo was taken in 
an artist’s studio and shows all 
the painter’s equipment—brushes, 
tubes of oil, easel, even his pet cat 
—with the Gordon Peters shirts 
pinned on a large canvas. 


s The copy reads: “He uses color 
and line with all the imaginative 
daring of an avant-garde modern 
. .. yet, like the fine old masters 
of long ago, he devotes painstaking 
care to the smallest details.” 
Other ads in the series (each ad 
using a different model) will pic- 
| ture Gordon Peters as (1) an Indi- 


» | an chief squatting by a totem pole, 


| with the shirts forming the design 
of the totem, (2) a concert con- 
ductor standing in front of a group 


}|of empty chairs and music stands 


—the stands holding shirts instead 
of music, and (3) a juggler jug- 
|gling shirts instead of balls. 

For a_ back-to-school ad, the 


a classroom of empty desks. Lying 
on the desks—in lieu of books— 
will be the shirts. 

The campaign starts in the Jan. 
19 issue of The New York Times 
Magazine. Additional ads during 
the spring and fall will run in the 
Times, Mademoiselle and Seven- 
teen. # 


photo will show a professor facing © 
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‘Shop Around’ Ads Blamed... 


Auto Show Gives 


Asking Prices on 1 Car 
Show $400 Difference; 
Foreign Cars Prominent 


By Emmett Curme 


Cuicaco, Jan. 7—Finding out the 
cost of a new car today is almost 
as difficult as figuring out how high 
is up. 

The day of advertising the prices 
of new cars, by either the manu- 
facturer or the dealer, apparently 
ended years ago. The manufactur- 
ers tell you they quit mentioning 
prices in their ads because of their 
dealers. The dealers tell you that 
they stopped advertising prices be- 
cause of the public, which, they 
claim, is always hunting the best 
“deals” when buying a new car. 

The loser in the whole deal is 
the public, which has little or no 
idea what cars cost. For example, 
at the 50th annual Chicago Auto- 
mobile Show, an ADVERTISING AGE 
reporter found out, to his surprise, 
that he could buy a new 1958 Bu- 
ick Special cheaper than he could 
many new models of Fords, Chev- 
rolets and Plymouths. 


® The price of a new car today de- 
pends upon many factors. It de- 
pends upon the model, the type of 
engine, the amount of chrome. It 
depends upon what and how many 


Only Auto Strike 
Would Slow U.S. 


Recovery: Cherne 


New York, Jan. 7—Leo M. 
Cherne, of the Research Institute 
of America, predicted today the 
“current recession” would end next 
summer unless an auto workers 
strike is called. 

Mr. Cherne, executive director 
of the institute, compared the pres- 
ent state of the U. S. economy with 
what he termed “the recessions of 
1949 and 1953.” His remarks came 
at his annual appearance before 
the Sales Executives Club of New 
York. 

Mr. Cherne’s predictions for 1958 
also included: 

4,500,000 to 5,000,000 unem- 
ployed—with a maximum of 6,000,- 
000—before spring. 

A $5 billion drop in inventories 
and a $4 billion decline in capital 
expenditures from peak 1957 lev- 
els. 

But, he said, the “pullout should 
come by the end of summer unless 
an auto strike is called during the 
spring.” # 


gordon. 
petersp 


whos 


sae omen: seeming 
a 


WHO?—Color pages like this one in 
the Jan. 19 issue of the New York 
Times Magazine aim to gain quick 


name identification for Gordon 


Peters Co., blouse manufacturer. 


Examples Aplenty 


in AA Survey of Car Pricing ‘Jungle’ 


accessories there are. Equipment— 
power brakes, power steering and 
automatic transmission—can boost 
the price of a car. 

The kind of a car the prospec- 
tive buyer has to trade in is a very 
important factor. The financing 
also is a factor in determining how 
much a new auto will cost. 

AA absorbed a lesson in barter- 
ing and haggling for new cars at 


(Continued on Page 54) 


Columbia-Geneva's 
Hill Is Industrial 
Adman of ‘57: ‘IM’ 


Cuicaco, Jan. 8—Robert G. Hill, 
advertising manager of the Colum- 
bia-Geneva steel division of U. S. 
Steel Corp., San Francisco, has 
been named “Industrial Advertis- 
ing Man of the Year” 1957, the first 
West Coast adman to be so hon- 
ored. 

He was picked for the honor by 
Industrial Marketing, which an- 


Robert G. Hill 


nounced the choice in its January 
issue. 

In a companion award, made for 
the first time this year, IM desig- 
nated Chas. Pfizer & Co., Brooklyn 
pharmaceutical and chemical man- 
ufacturer, as industrial advertis- 
ing’s “Company of the Year.” 

Mr. Hill is the 21st industrial ad- 
man to receive the annual Man of 
the Year award. 

Recipients of the two awards 
were decided upon by the “Copy 
Chasers,” anonymous critics of in- 
dustrial advertising, who write a 
monthly feature in IM. Of Colum- 
bia-Geneva and Mr. Hill, the “Copy 
Chasers” said: 


s “Because Columbia-Geneva has 
endowed the promotion of its some- 
what prosaic commodities with 
some interesting ideas, fresh lay- 
outs and fast-moving copy; because 
it has, in most instances, put proof 
of performance into customer’s 
words; and because each space 


Bs |campaign has been made part of a 


| complete merchandising package, 


we fee] that Robert G. Hill, Colum- 
bia-Geneva’s manager of advertis- 
ing, rates Industrial Marketing’s 
award.” 

The “Copy Chasers” cited Pfizer 
first of all for its “superb” annual 
report, which ran as an ad in the 
New York Times in addition to its 
regular distribution. The company 
j}also was cited for its “outstand- 
}ing” pharmaceutical, chemical and 
farm feed additive advertising. 

“This is all, in its various ways, 
strong advertising,” said the “Copy 
Chasers.” “If we were a doctor or 
a veterinarian or petroleum engi- 
neer or a cattle man—or just an 
investor—we’d have a fine opinion 
of Pfizer as a company and of 
Pfizer products. 

“We—as advertising men—have 
just as fine an opinion of Pfizer as 
an advertiser.” # 


i ica aa ER ce ad Gwe ae eo ie ee ee Ce pie Be Shah i ie” eRe ye Se ce aR emer em ce Pac MR aE OSES i GE le beeen sy ne, Cg eg gs | ee aig eho oe alga! 1k Ai, eee es, ea by 
ie RR a ee a ee Re ae ig Re eR Ee YS a eon a a 2 
4 2 RE a Ps ee ge ee ee, a rom ae ss Ae eee Eh a ceo a ee ta : kit iy Tess errr Bk: ie ers sa! ris JiR Me ie eh 5 Basch e 
ae Set a x ; é ‘i gar ae Sie are 1. Poel ci abc, : me jt ne cae erat ne — Soe = , 
ees eS : hs: eee i oe : — ee ; ; ery gee ao me a Tat ee eke ae: as fee 
; fn ey 2 ae, Mee ; : Sie Ss en Bish ee Sa ee ee Ai ” te : : ee Sines cat's 5 ae i ae bee oa ger a eee ect 2 ee See 
i Me ay gee eee na ee .- iy Be Ea Se ee Ne reer ly Gee ; : aera wee $y s Foc ip Rea Ey 8 a = CaS cm oie PR a coh ie OF =e | hehe 
Me Bal 5 ie Noe Ae Sige § eM gaag mem Seer are Ma A hig” ais Cy ee ee sae oe Cee ees Aen ney caer ae penis a a ee ee ie: Re a eae ies aan. ae 
jy ne. SRG eedey rae aes ees er ae ae ea, tT i Pere Ae ee ee ie rum eh i Mm Se NM et Nearness ee ee eee i Agnes, fe tes 
ag ee fe . y =i i Pg od an ; 5 » y 
Suc © on anitieieeentn — . 
ey) Lig a pain es 
ite 
4 
2 . ee 
re: ——— PS ’ agen 
a ae oc. 
; y 7a q TADTSS Be GBOe GO ANE ware 
: * ae 
: o™:, 
yg » 
of saree ‘e La i 
li 
ee Ses — 
eh & i i a 
: Is ii.  %, % a 
Po . 4 . cy 
. < “a { : , Poe |e Pood 
Ps a 
ae ~~ i : . “ee 
% _ a ‘ ee 
e sl ‘ -. < y 
* * “a re — ~ a 
- be ed Aicagseaecentsonn 
ape | 
te 
ees 
np 
‘tas 
oe Po 
agi 
ne eC Pe 
wen | 
2 * c5. 
a : ” = 
or a ae 
pte ~ ” . ? 
pe yee. Pie 24 
oe : Be a 
bi a y 
“ae ad ‘ 
fe 
he's : 
penn k “ re 
oe Pe 
Raby a 
us 
Se 
ie 
2 
‘ ae 
4 
agit 
Be 
ae. | 
= Ks ’ : ; " “* 4 “ . 4 : Pras es - 
” - ian | 
= i, 
os : ee 
ae as : ex: 
or = ae 3 
z., y . , 
val oO . 4 
, 2. 
. r, ead 
a nae =! ee | $ = 
a ‘ h a ae 
: . ; ~ & at 
mee - wh, ' be 
Ki : (ie { id é ri 
= 5 Sree 
at - . (3 * i ‘vas 
"4 vd, ' a pes ie" ie fe OSs: 
4 rk k 3 ; fs te ate wi cet, 
2 : k SS oy eer co ; 
p. ‘ . & ay ‘ 
h me » feelin ie 
‘ A F ’ : 
j » ee ; 
vot e —— ee 
; i = =e 
ia _ _ —— ny — 5 
Po emer rere igs a) F i | 
2 
| ee 
ae ee 
t - i P . _ lag a 
+4 re eee ~ ; oe: ye ee hr Se ic ae ene ae ee wey ; rey qe eS Pit) eee eS BP Eh ecliptic a = rach sas ORB EFT sideale < FaRN eed 
ey ee CE ee a Bee ae ea. ae =m 5 AS eee oe ry ene Pe ent Eee ee eo : 9S ee Be Pen, pageoe* ee ae TS cg. CR ae tt TE ee rs “ 
cf "ee os ie) on okee ne my ae ashe eS fi * ‘ . : ‘ “on an zs al . P ¥ Gh : ee ae - Pa Leet a teas figs Te ‘ Seah is ie 5 =a 
eee a: Te Se a. CR et Be came es eS eae a) yg eS oe ere Pe ae ee 
-j 2 : Sie ale ee a re eal Ses aes ae kat ae spe ame ee ee ee at Suan ee uae oe ie = i a te feeaee se ‘oh eee im ERIE SNE Bie i Ab8l Sis Oe ge ig See = Aes a 
‘ ; i. oe omnes Y “ee Ree Bx cat wae Le ee Ge ee rE ae ie inst eR i ae al te eee Ee ee ees, Cae OE a) big ae a ee ey sae ARE ce ibe eR 
P eae Per Leet xe oC hg eaters «Soa; ‘gary. We See ae Be adaore ae Sioa Seta. My Oe aoe em Pe fg eee (eee SDS ie hana ae +: Ey Nn ee & eee he ot = ee 
Pde © ee Sa te st. Peed pal tie I NS ae Sh eg Ne Rees tice A" canes NEO ret ha ge ave 5. gi CoN ema DRM, Pee ela he EN rent ae fa at Ref A Te ee ey Er on cae See Teh ene eel, 


Advertising Age, January 13, 1958 


Drug Ads Continue 
Doctor’s Education, 
Dorothy Noyes Says 


New York, Jan. 8—Ethical drug 
advertising “is, in a sense, a form 
of postgraduate education for doc- 
tors,” Dorothy Noyes told the Assn. 
of Advertising Men & Women last 
night. 

Miss Noyes, vp and treasurer of 
Noyes & Sproul, a New York agen- 
cy specializing in ethical drug ad- 
vertising, pointed out that the 
“doctor needs pharmaceutical ad- 
vertising to keep him abreast of 
developments.” 

Noting that 403 new drugs were 
introduced last year, she said “it 
is obvious that doctors in practice 
must learn about these new agents 
from their makers. As wonder 
drugs catapult into prominence, so 
does communication about them.” 


® Miss Noyes, “Advertising Wom- 
an of the Year” in 1957, reported 
that a recent survey by Noyes & 
Sproul showed that the average 
doctor only has 32 minutes a day 
“to read his journals, look at his 
mail and interview detailists.” 

As a result, she said, the adver- 


tising messages that reach him are 


“the ones that are factually in- 
formative and not merely competi- 
tively-oriented.” 

Miss Noyes said doctors would 
welcome instructional material and 
visual aids suitable for dissemina- 

(Continued on Page 51) 


64% of Stores to 
Cut Newspaper 


Ads, Says Dakins 


It’s More than ‘Rolling 
Readjustment’ but Not 
‘Down Trend’: McNair 


New York, Jan. 8—Most de- 
partment store executives see lit- 
tle chance of a pickup in business 
during the first half of 1958, but 
many look for an upturn late in 
the year. 

This consensus was stressed this 
week at the annual meeting of the 
National Retail Dry Goods Assn. 

J. Gordon Dakins, exec vp, in 
releasing results of a year-end sur- 
vey of 2,000 NRDGA members, said 
that the leveling off of the econ- 
omy has provoked a cautious out- 
look for the first half of '58 among 
retailers. Most stores, he said, are 
not planning to increase their in- 
ventories or to step up their cap- 
ital expenditures this spring. 


s Many stores, the survey shows, 
are planning to cut their newspa- 
per linage to offset increases in 
newspaper rates. 64% plan to re- 
duce their linage, and 36% will 
make no change. Higher newspa- 
per rates are reported by 77%. 

On the use of direct mail pro- 
motion, 56% plan no change, 12% 
plan to cut down, 32% plan to in- 
crease. On radio advertising, 52% 
plan no change, 29% plan to cut 
down, 19% plan to increase. On 
television, 45% plan no change, 
31% plan to cut, 24% plan in- 
creases. 

On benefits derived from na- 
tional advertising by manufactur- 
ers, 31% of the retailers say it is 
“very helpful”; 46% think it “helps 
some”; 23% consider it of “little 
value” at the sales counter. 


# Store volume in 1957 compared 
with 1956 was reported by 49% as 
higher, by 36% as lower; 15% said 
it was about the same. Profits were 
down in ’57 for 43% of the par- 
ticipating stores; up for 28% and 
about the same as '56 for 29%. For 


(Cantinued on Page 75) 
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New Van Brunt Shop 
Picks Up Pye Ltd., 
3 Other Accounts 


New York, Jan. 8—Van Brunt & 
Co., a new advertising agency, to- 
day announced the names of its 
first four clients. They are: 

Pye Ltd., one of Britain’s 
largest electronic manufacturers; 
Fiestar Inc., maker of Fiestar mul- 
ti-purpose soil conditioner; Millot 
Inc., importer of Crepe de Chine 
and other French perfumes made 
by F. Millot; and Curtis-Young 
Corp. and its subsidiary, U.S. Car- 
bon & Ribbon Mfg. Co., maker of 
duplicating products. 

Largest of these accounts is prob- 
ably Pye, which now exports to 
the U.S. radios, phonographs, hi-fi 
sets, recorders and other electronic 
equipment. A national advertising 
program will start in March. The 
Pye products are distributed by 
Ram Electronic Sales Co., whose 
agency is Krate-Basch Associates. 


® Fiestar was previously handled 
by Buchanan & Co., the agency Al- 
bert D. Van Brunt left last month 
to open his own shop (AA, Dec. 
23). The product is moving into 
national distribution, with news- 
papers, spot radio, magazines and 
outdoor on the media schedule. 

Millot, the French perfume mak- 
er, changed its U.S. sales represen- 
tative Jan. 1. Its products were 
formerly handled by Al Paul Lef- 
ton Co. 

Curtis-Young has not been using 
an advertising agency. 

Mr. Van Brunt told ApvEerRTISING 
AGE he is still soliciting other ac- 
counts. His background is in the 
travel and aviation fields. He said 
his agency now employs 10 persons 
and expects to bill at least $1,000,- 
000 in 1958. + 


Admen Are Solid 

ese ’ 
Citizens, ‘McCall's’ 
Says in ‘Time’ Ads 

New York, Jan. 7—McCall’s is 
coming to the defense of the ad- 
vertising profession. In a new cam- 
paign running in Time, McCall’s 
“will try to reveal the ad profession 
as the solid citizen it is”’—opposed 
to the “Gibson-gulping, off-top 
headed, flannelist” too often por- 
trayed. 

Entitled “Viewpoint: Advertis- 
ing,” the new series of one-column 
ads will picture and quote top 


agency execs talking about various 
aspects of their business. 


= The opening ad, in the Jan. 6 
issue, featured “wiry Rolland 
Woodmansee Taylor, president of 
Foote, Cone & Belding, a top ad- 
vertising agency now billing more 
than $100,000,000 a year, including 
(Continued on Page 51) 


BUILDER—“America is a better America . . . thanks to 
advertising” is the theme of Advertising Week, Feb. 
9-15, sponsored jointly by the Advertising Assn. of 
the West and the Advertising Federation of Amer- 


ica. Shawn here 


newspapers and 


C oe AES 
je ei 


RUSELE AROS TICS 


are three of the ads—for magazines, 
business papers—which are avail- 


able. Russell Z. Eller, Sunkist Growers, Los Angeles, 
is national chairman. 


AFA, AAW Plan ‘58 Ad Week Drive 
Enumerating Public Benefits 


Feb. 9-15 Push Embodies 
Volunteer Agency Effort, 
Cooperation by All Media 


Cuicaco, Jan. 9—The advertis- 
ing industry will tell the 1958 edi- 
tion of its story to the public dur- 
ing Advertising Week Feb. 9-15 in 
a national advertising and public- 
ity campaign. 

The theme is “America is a bet- 
ter America—thanks to advertis- 
ing.” 

The aim is to explain and dram- 
atize to Mr. and Mrs. and Miss 
Average Citizen what advertising 
is and does for them personally 
and for the business community 
that serves them. 

The hope is to counteract what 
many believe have become unusu- 


ally great influences that either 
already have, or could, build an er- 
roneous and unfavorable public at- 
titude toward advertising—influ- 
ences ranging from proposals for 
special taxes on advertising to pop- 
ular books spotlighting the evils— 
real or fancied—of advertising. 
The accent of the campaign will be 
on advertising’s positive contribu- 
tions. 


® The sponsors are the Advertis- 
ing Assn. of the West and the Ad- 
vertising Federation of America, 
representing 35,000 advertising 
men and women. To do the job, 
they have prepared and are dis- 
tributing advertising to appear in 
magazines, newspapers, business 
publications and farm publications 
and on radio and television, in ad- 
(Continued on Page 38) 


New Industrial 
Complex Affects 
Five Agencies 


New York, Jan. 7—Five adver- 
tising agencies are affected by the 
creation of a new industrial com- 
plex, Engelhard Industries Inc., 
one of the largest consolidations in 
U.S. business history. 

Formation of the new corpora- 
tion was announced over the week- 
end at a lavish banquet, show and 
exhibition at the Waldorf. The en- 
tire extravaganza cost in the neigh- 
borhood of $50,000. 

Engelhard Industries represents 
the amalgamation of nine Ameri- 
can companies in the precious met- 
al and precision-manufacturing 
fields. It will have sales in excess 
of $200,000,000, thereby ranking as 
one of the 200 largest companies in 
the U.S. 

Three other domestic companies 
and 12 foreign corporations also 
are controlled by the same inter- 
ests. 


® Charles W. Engelhard, New Jer- 
sey industrialist and a leader in the 
world platinum industry, is chair- 
man of the new company. The 
president is Gordon V. Richdale, 
former official of the Bank of Eng- 
land and a former South African 
gold-mining executive. Messrs. En- 
gelhard and Richdale are also prin- 
cipals in Rand Investments Ltd., 
$400,000,000 mining and manufac- 
turing operation in South Africa. 
The largest of the companies 
consolidated into Engelhard Indus- 


(Continued on Page 78) 


Nets’ Anti-Pay TV 
Drive in Washington 
Goes into High Gear 


WASHINGTON, Jan. 8—Efforts of 
the broadcasting industry to stop 
pay tv get into high gear next 
week as the House committee on 
interstate and foreign commerce 
takes up a group of bills which pro- 
hibit the Federal Communications 
Commission from going ahead with 
the test which it has announced. 

The committee’s toll tv hearing 
gets under way Monday, with 
members of the Federal Communi- 
cations Commission on hand to 
justify their plan for a three-year 
test in multi-station markets. At 
least two other days of hearings 
are scheduled, with opponents 


clamoring for time to tell the com- 
(Continued on Page 55) 


DANIEL A. PACKARD will join Geyer 
Advertising, Detroit, Feb. 3 as a vp 
and marketing consultant on the 
Kelvinator account. Once with Kel- 
vinator, Mr. Packard resigned from 
a McCann-Erickson subsidiary in 
1956 to engage in personal business. 


Retailer Group's 
Head Sees Peril 
in ‘Public’ Mart 


Giveaway Promotion 
Is Revised to Avoid 
U. S. Lottery Ruling 


Cuicaco, Jan. 8—The coming 10- 
day Home Furnishings Show to be 
sponsored here Jan. 17-26 for the 
public by the Merchandise Mart 
(AA, Dec. 23) has generated a flur- 
ry of apprehensive comments from 
home furnishings retailers. 

The event, designed to combat 
“shrinking profit margins and pub- 
lic apathy to new offerings of the 
furniture industry,” this week pro- 
moted a statement from Joseph T. 
Meek, president of the Illinois Re- 
tail Merchants Assn., who indicated 
retailer distrust of the plan: 

“Association members who sell 
home furnishings, appliances, tv, 
and furniture are taking a long 
look at the Mart’s open house. . 
and while it may be intended to 
give a troubled industry a shot in 
the arm, it may be a shot heard 
around the retail world and back 
again.” 


® Retailers are most concerned, he 
said, about comparisons by con- 
sumers of wholesale and retail 
prices—if “prices slip out or get 
decoded by genial salesmen or at- 
tendants.” 

Mr. Meek said there is no glee 
among retailers about taking the 
play away from retailing. He said 
retailers are wondering why they 
need to have floor displays and to 
merchandise the pieces for their 
manufacturers if traffic is to be 
led elsewhere. 

While the theme of the show will 
be: “See it at the Mart; buy it at 
your retailer,” and the Mart has 
assured all concerned it will allow 
no retail selling, retailers seem to 
be worried that such an affair can 
be policed, Mr. Meek said. 

He said retailers are worrying, 
too, about how their customers will 
react to their modest displays “aft- 
er such an orgy of expensive look- 
see” as the show will offer. 


s The Mart’s open house ran into 
trouble on another front when 
a warning was issued by the 
U.S. Post Office that the prize 
phase of the program might con- 
flict with federal lottery law, since 
the 90¢ admission would constitute 
a payment by a prize seeker. 
Rules of the promotion have been 
changed so that prizes will not be 
awarded from a treasure chest, but 
instead a grand award of a new 
$17,500 home will be made to the 
show visitor who best completes a 
limerick, and gifts of home furnish- 
ings from the exhibitors will be 
made to visitors who best complete 
statements on why they like par- 
ticular appliances or pieces of fur- 
niture. The limericks and state- 


ments will be judged by Reuben H. 
oeroaiad Corp. 

|s A $40,000 drive in Chicago area 
|daily newspapers and radio and tv 
stations, through Alex T. Franz 
Inc., breaks Jan. 12 to announce 
the show to the public. Car cards, 
| posters and direct mail also will be 
used. 

Tying in with the Mart program 
are Commonwealth Edison Co., and 
L. W. Besinger, developer of Mea- 
dowdale, Chicago suburb, which 
will take an eight-page section in 
the Chicago American Jan. 19 to 
describe the Gold Medallion House, 
the top award. + 


Price Named VP 

Adrian Price, account supervisor 
at Wexton Co., New York, has been 
elected a vp of the agency. 
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P&G's No-Lotion 
Pace Set for 
National Push 


(Picture on Page 1) 

New York, Jan. 9—Pace, Procter 
& Gamble’s new no-lotion home 
permanent reported in these col- 
umns last month (AA, Dec. 9), is 
living up to its name by going na- 
tional in record time. 

The company announced its ex- 
istence at a press luncheon here to- 
day. P&G also announced the 
achievement of national distribu- 
tion and the breaking of “the larg- 
est advertising campaign in home 
wave history.” 

Acceptance of Pace—whose main 
feature is end papers impregnated 
with a waving ingredient requiring 
only water to activate—has been 
“so enthusiastic it caused a reversal 


of Procter & Gamble’s long stand- 
ing policy of introducing new prod- 
ucts market by market,” P&G re- 
ported. 


= Another reason, advanced un- 
officially, is that it would be wise 
to move quickly with a unique new 
product in the hotly competitive 
home permanent field. To provide 
as much competitive protection as 
possible, P&G salesmen were sell- 
ing Pace last month without even 
a sample to give to those accounts 
that normally require samples of 
any new product before they order. 

Advertising, handled by Leo 
Burnett Co., Chicago, will start 
this month. The first two weeks in 
February will be highlighted by a 
nighttime spot and network tele- 
vision “blitz,” followed by a sus- 
tained nighttime tv schedule on two 
networks and color ads in an “ex- 
tensive” list of consumer magazines 
and Sunday supplements. No budg- 
et figures are available. 

Pace is priced at $2, which in- 
cludes the impregnated end papers, 


a neutralizer and a plastic bottle 
to apply water, and comes in super, 
regular and gentle types. + 


Best Appoints Dr. Lundin 

Dr. William H. Lundin has been 
named director of motivation re- 
search of Gordon Best Co., Chica- 
go. Dr. Lundin was chief psycholo- 
gist for five years at the Chicago 
State Hospital, teaches graduate 
courses in group psychotherapy at 
Loyola University, and since 1952, 
has been a parttime lecturer on 
psychology at Northwestern Uni- 
versity. Soon to be published is a 
projective test for the study of 
personality, developed by Dr. Lun- 
din. 


Elliott Leaves Switzer 

Ronald J. Elliott, exec vp of 
Switzer Bros. Inc., Cleveland, 
manufacturer of Day-Glo fluores- 
cent colors, has resigned. He has 
directed the advertising, sales and 
sales promotion of Day-Glo colors 
since their introduction. 


BECAUSE... 


A quality product deserves a quality 
presentation... Personal Products Cor- 
poration came to Gibraltar for this pre- 
g packed corrugated self-shipper. The first 
Modess Tampons self-shipper...and we 
quote . . .”is making Tampon merchandis- 


ing history”! 


You, too, can make history. Just call 
The Man From Gibraltar. 


i 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY. INC. 


350 Worren St., Jersey City 2, N. J. 
NEW JERSEY: HENDERSON 2-4462 


NEW YORK: DIGBY 4-0580 


737 WN. Michigan Ave., Chicago 11, lll. 
CHICAGO: MICHIGAN 2-1602 
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Highlights of This Week's Issue 


Sponsors, trapped with non-cancellable tv 
shows this season, have taken to giving 
their shows dozens of transfusions in an 
effort to keep them from dying ....Page 2 


Serena by Modess, a new luxury pink de- 
odorized sanitary napkin, which will 
sell at 59¢ per dozen, will be launched 
in February and March in a print cam- 
paign by Personal Products Corp. Page 2 


Advertising investments will be increased 
to offset the economic dip, Harry Ches- 
ley, head of D’Arcy Advertising Co., and 
Charles E. Claggett, head of Gardner 
Advertising Co., predict in year-end is- 
sue of St. Louis Globe-Democrat ..Page 2 


Gordon Peters uses whimsy for its shirt 
ads in first national campaign ....Page 2 


Finding the price of a new car is as hard 
as finding out how high is up, AA re- 
porter discovers in a survey at the 50th 
annual Chicago Automobile Show Page 2 


Current recession will end next summer 
unless an auto strike is called, Leo 
Cherne, of Research Institute of Amer- 
ica, says Page 2 


Robert G. Hill, advertising manager of 
Columbia-Geneva steel division of U. 8. 
Steel Corp., is named Industrial Adver- 
tising Man of the Year by Industrial 


Marketing Page 2 
Ethical drug advertising is a kind of 
post-graduate education for doctors, 


Dorothy Noyes of Noyes & Sproul tells 
group . 


Most department store execs see little 
chance of business pickup in first half 
of 1958, but they have hopes for the 
second half, it is revealed at the annual 
convention of the National Retail Dry 
Goods Assn. Page 3 


Van Brunt & Co., new ad agency, picks up 
four accounts, including Pye Ltd., one 
of Britain’s largest electronic manufac- 
turers Page 3 


Theme of the 1958 Advertising Week cam- 
paign by the Advertising Assn. of the 
West and the Advertising Federation of 
America is that “America is a better 
America, thanks to advertising’’ Page 3 


Five ad agencies are affected by new in- 
dustrial complex, Engelhard Industries 
Inc., one of the largest consolidations in 
U. S. business history 


Broadcast industry marshals forces to stop 
subscription television as Congress and 
its committees go into session in Wash- 


ington 


Home Furnishings Show to be held open 
to public by Merchandise Mart in Chi- 
cago has created something of a flurry 
in the industry Page 3 


Most phenomenal gains in newspaper ad- 
vertising ever seen will occur in India 
in the next 10 years, J. N. Sahni, U.N. 
Aele*ate, PLEMICKS ........ccvcersseeeeneeeee Page 18 


California Wine Advisory Board will 
launch a five-phase $500,000 advertising 
and sales promotion campaign early 
in 1958 ’ Page 19 


Don Kemper Co. gets Fisher Pen Co., 
which is introducing a new ink pen- 
cil Page 22 


Coordination of advertising structure and 
practice for common European market 
would make ad spending on Continent 
bigger than Britain's, Charles Blondel 
tells French ad meeting 


Advertising in Peru is now running 
around $7,000,000 annually with agen- 
cies placing between 40% and 50% of 
this business, JWT finds 


Caterpillar Tractor plans a stepped up 
concentrated highway development push 
to keep its market development activ- 
ities rolling during current “crisis” in 
postwar national road-building pro- 
gram Page 42 


REGULAR FEATURES 
Advertising Market Place ... 
Art Director’s Viewpoint . 
Coming Conventions ......... 
Creative Man's Corner ... . 
Direct Mail and Mail Order ..............0.0« 
Drawthinks 
Editorials 
Employe Communications 
Getting Personal 
Information for Advertisers. ................6 
Looking at Radio and TY ... 
Looking at Retail Ads 
Obituaries, ... 
Photographic Review ...........:ccceccveseesensneeesseed 
Production Tips 
Rough Proofs . 
This Week in Washington 
Voice of the Advertiser 
What They’re Saying 


“This is the size we use in the 


You can really clean-up saleswise in the Greensboro i12-county ABC 
Retail Trading Area by using the Greensboro News and Record. 
This rich, diversified market accounts for one-fifth of North Caro- 
lina’s $4 billion annual retail sales. Get giant economy-size cover- 
age with over 100,000 circulation daily—over 400,000 readers daily. 


oe 


Sales Management Figures = 
— Greensboro fais 
News and Keo! as 

* GREENSBORO, NORTH CAROLINA \. if ° 


Represented by Jann & Kelley, Inc. 
eoeeeoeenstoe@ee3nse+eeerecsv_e<2eeee#ee? # 


Growing Greensboro Market!" 


medium with dominant coverage in the Greensboro 12-County 
Market and selling influence in over half of North Carolina! 
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le you’re planning to sell more 
goods during 1958, one good way is 
to advertise in a growth marketplace 
—in a growth advertising medium. 
The charts below (based on P.LB., 
total pages, national and regional, 
1955-1957) show the record of one 
such medium —SPORTS ILLUS- 
TRATED. If you’re looking for 
growth of your own—this way up! 
SPORTS ILLUSTRATED, 9 Rocke- 
feller Plaza, New York 20. 


1957 136 


1955 38 


Travel, Hotels & Resorts 


1957 40 


1956 21 


1955 14 


Toiletries & Toilet Goods 


1957 1695 


1956 1137 


19955 737 


Total Advertising Pages 
(National and Regional) 


1957 368 


1955 171 


Apparel, Footwear & 
Accessories 


1957 180 


156 164 


1955 119 


Sporting Goods & Toys 


o AP Re oe Pits 


1957 312 


1956 170 


155 76 


Beer, Wine & Liquor 


1957 207 


1956 134 


1955 115 
Automotive, 


Automotive Accessories & 
Equipment 


Jewelry, Optical Goods & 
Cameras 
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This Week in Washington... 


Expense Deduction Drive Aims at 
Taxpayers in Four-Figure Bracket 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, Jan. 9—If you are 
income brackets, 
with an expense account that gets 
up into four figures, you may be 
a No. 1 target when the Internal 
Revenue people start auditing the 


in the middle 


1958 income tax returns. 


It’s no secret that the govern- 
ment is hunting for ways to crack 


conspicuous targets. In the early 


cluding bank presidents, were 
caught off base on their tax re- 
turns. After the top income bracket 
people found it didn’t pay to cheat, 
the spotlight shifted to gangsters, 
like Al Capone; then to black mar- 
keters. 


® In recent years, the government 


down on expense accounts. But the| has been alarmed at the growth of 
significant thing in recent years is | expense accounts. For the most 


that the crackdown encompasses 


lot of people who may have as- 
sumed they were too small to be of 


interest to the tax collector. 


Over the years, the tax people 
generally concentrated on more 


a| part, it has been unable to tell em- 
|ployers that they spent too much. 
So it decided to approach the prob- 
lem by checking on the people 
who received the expense funds. 


In effect, then, the government, 


says, “Okay, Mr. Business Man. 
We can’t tell you how to run your} 
(affairs. But we are going to be 
|looking at the people who receive 
| these expense funds. If they claim 
| $50 for entertaining a client, they’d 
better be able to prove it was spent 
| for that purpose, and not for a pair 
of tickets to take the wife to a| 
Broadway hit show.” 


days, prominent business men, in-| 


Bigger federal 
spending pro- 
grams in the 
coming months 
are supposed to provide the tonic 
for an upsurge in personal incomes 
and earnings. At least that’s the 
thinking which prompts President 
Eisenhower to promise that a $74 


| U.S. Spends to 
Boost Revenue 


i\cause of reduced 


billian federal budget for the next 
fiscal year can be balanced without | 
any change in existing tax rates. 

In three recent boom years, total 
federal revenue increased by $13! 
billion without any change in rates, | 
because more people were paying 
taxes, and many were paying on 


bigger incomes. Recently tax rev- 
enues have been off, largely be- 
employment, 
shorter hours and smaller business 
earnings. 

As White House economists see 
it, recovery will be under way by 
July 1, when the new federal fiscal 
year starts. Impravement will be 
sustained during the second half of 
the year, so that 1958 as a whole 
will be better than 1957, and the 
gain far the 12-month period start- 
ing next July 1 will be so substan- 
tial that tax revenues will cover a 
$3 to $4 billion increase in federal 
spending. 


Spokesmen for 
Ike May Okay organized postal 
workers talk con- 


P.O. Pay Boost 
fidently about a 


pay raise this year, just as if Con- 
gress weren’t facing a tight budget 
situation. Last year President Eis- 
enhower vetoed a federal pay bill, 
but there are reports the adminis- 
tration will go along on a 6% postal 


DO YOU FACE ANY OF THESE 
PRODUCT PROMOTION PROBLEMS 
THIS YEAR ‘? 


L. to find 


new markets... 


Industrial Equipment News will take your product story to the largest 
plants in all manufacturing industries, many now developing NEW 
products, resulting in NEW markets for you. 


2 To find markets now active... 


With its ALL-industry coverage, Industrial Equipment News will insure 
that your product story reaches your present markets now active. 


cI To increase coverage and response 


from the same or fewer ad dollars... 


Industrial Equipment News will add 70,000 product selectors in the 

40,000 top establishments who are looking for products like yours... 

when they are looking . . . resulting in IENquiries specifying kind, 

degree and immediacy of interest... all for only $165 to $175 a month... 

a per thousand rate up only 4 cents in 25 years and down 18 cents since 1955. 


Details? Write for 
IEN’s NEW “IEN PLAN” 


and 


NEW MEDIA DATA FILE FOLDER 


Thomas Publishing 


TERS 
Company 


Te GD _46 Eighth Avenue, New York I, N.Y....Affiliated with Thomas Register 
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pay hike this year, provided it gets 
something resembling its postal 
rate bill. 

Unions are counting on more 
than 6% in an election year. They 
term the 6% proposal “a totally 
unacceptable half-a-loaf measure.” 


Members of the 
Congress Probej ndepend - 
Peril Abates? ent admin- 
istrative agencies, 
such as the Federal Communica- 
tions Commission, seem to be re- 
covering from some of the jitters 
which they have felt over the im- 
pending hearings of the so-called 
committee on legislative oversight, 
which is supposed to find out 
whether the regulatary agencies 
have been “captured” by the indus- 
tries they are supposed to regulate. 
Like all congressional commit- 
tees, the committee on legislative 
oversight is composed of men with 
a variety of backgrounds. From 
reports of disputes within the com- 
mittee, commission members re- 
portedly draw the conclusion that 
the hearings will be less one-sided 
than earlier reports suggested. 


Attorney Genera! 
Trust Busting Is wij\iam P. Rog- 
‘Business Aid’ ers is hunting for 

a way to drama- 
tize the importance of anti-trust 
enforcement to our business sys- 
tem. Far from being anti-business, 
he argues, anti-trust laws provide 
the climate which enables busi- 
nesses to compete fairly and grow. 

Yet after nearly 60 years of anti- 
trust activities, his anti-trust divi- 
sion reported this week it had filed 
more cases in 1957 than in any of 
the five previous years. In most in- 
stances, according to anti-trust 
chief Victor Hansen, the cases in- 
volved well established offenses, 
such as price fixing, customer al- 
location and boycotts. Nevertheless 
the anti-trust division rooted out 
offenders in such widespread in- 
dustries as household appliances, 
hardware, housewares, cigarets, 
gasoline, drugs, toys, cement pipes, 
sewing machines, plate glass and 
automatic sprinklers. 

Trust busters won 28 of 30 civil 
cases in 1957 and 21 of 31 criminal 
cases. They walked off with the 
decisions in all five cases that 
reached the Supreme Court, in- 
cluding the historic order requir- 
ing Du Pont to sell its General Mo- 
tors stock. Cashwise it was a big 
year for the trust busters, with a 
record of $941,000 in fines as- 


sessed. 
Not much talk 
Inventories of about newsprint 
Newsprint Up shortages these 
days, and no 


wonder. Recent Commerce Depart- 
ment reports show inventories of 
newsprint in late 1957 passed the 
1,000,000-ton mark for the first 
time in histary. Consumption of 
newsprint was almost at the 1956 
level, but domestic production had 
increased sharply in the first half 
of the year. By the third quarter, 
imports from Canada were running 
behind 1956, and domestic produc- 
tion had begun dropping back from 
the highs of the first half of the 
year. + 


Wings Bras Sets Drive: 
Names Gold S.M. 

The Wings bra division of Per- 
fect Brassiere Co., Jersey City, has 
planned a 1958 campaign to begin 
with a color insertion in the Jan. 
12 New York Times Magazine, fol- 
lowed by ads in the April Glamour, 
May Seventeen and July Phota- 
play. The theme is “Fashion Takes 
Wings.” The ad illustration will 
also be reproduced on new color 
packages which can be easily 
opened by self-service shoppers. 
Mervin & Jesse Levine Inc., New 
York, is the agency. 

Herbert Gold, formerly with 
American Brassiere Co., has been 
named to the new post of national 
sales manager of the Wings bra di- 
vision. 
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The Saturday Evening 
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The girl is marriage-minded. 
Proposal. And she’s in love with The 
Saturday Evening Post (its fiction, articles, features 
bring ideas, excitement!) In one issue we told of a 
dry cleaner who specializes in cleaning and preserv- 


"an 


ig ie 
‘ee ; 


ing old wedding gowns. What happened? Our girl searched through 
Acceptance. grandma’s trunk, sent a letter 

, to the dry cleaner. (On Post Tuesday the cleaner 

titi got 6 letters. On Wednesday, 9. On Thursday, 26. 


On Friday, nearly 600! The next week, 19,082! 
Since then, 60,000 more; total to date—80,000!) 


Nuptials. 

The bridesmaids were enchanted! The bride said, 
“T got the idea from the Post! There was a story 
about a man who...” (Politz proved Post readers 
talk about and recommend things they read in The 
Saturday Evening Post!) 


W e d din hi Here come the brides . . . all in their grand- Post reaches Influentials on every income level!) Over a carload of wedding dresses 
g marcn: mothers’ wedding gowns! The word spreads. came to the cleaner’s. Over 100 more than 100 years old! This story ran months ago; 
(Post influence moves sideways—neighbor to neighbor, friend to friend. And the _ today the dresses are still coming in. Wouldn't it pay to tell your story in the Post? 
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Ford Was ‘Fustest,’ 


Chevy Made the 


‘Mostest,’ Final Auto Tallies Reveal 


Industry Racks Up 4th 
Best Year as 6,107,909 
Passenger Cars Are Sold 


Detroit, Jan. 9—The 6,107,909 
passenger cars produced last year 
made 1957 the fourth best year for 
the industry, according to complete 
figures by the Automobile Manu- 
facturers Assn. 

Adding to this 1,095,425 trucks 
and 3,970 coaches gives the indus- 
try 7,207,304 vehicles produced in 
"67. 

In the sales competition Ford ap- 
pears to have beat out Chevrolet 
by a margin ranging somewhere 


Commerce Predicts 
‘58 Revenue Gains 
for Print Media 


WASHINGTON, Jan. 9—The Com- 
merce Department’s business and 
defense services administration to- 
day forecast notable revenue gains 
for magazines in 1958, and ex- 
pressed confidence newspapers will 
be able to equal their 1957 per- 
formance. 

In its annual survey of the busi- 
ness outlook for the new year, 
BDSA said revenues of magazines 
may reach $1.6 billion, a 10% gain 
over 1957. Noting that newspaper 
revenues were off 2.6% in 1957, 
largely because of a drop in local 
advertising, BDSA said it believes 
newspapers will fare well in 1958 
in the allocation of funds by budg- 
et-conscious advertisers. 

Because of population growth, it 
predicted that both magazines 
and newspapers will enjoy circula- 
tion gains, with magazines up 2.5% 
to 3%, and newspapers 1.5% to 
2%. 

The survey predicted a 2% to 
2.5% increase in revenue for com- 
mercial printing, largely reflecting 
price increases. 


® In a run-down on the 1958 out- 
look covering 30 important seg- 
ments of the economy, BDSA fore- 
cast a weak first half, with a 
revival after midyear. 

It counted heavily on an im- 
provement in the residential hous- 
ing field to increase demand for 
household appliances, furnishings 
and building materials. While sales 
of household appliances were down 
12% in 1957, BDSA noted, it was 
still the third best appliance year 
in history. + 


Ads for ‘Free’ 
Lady Schick Not 
Deceptive, FTC Told 


WASHINGTON, Jan. 7—Schick Inc. 
today denied that its ads misrepre- 
sent the price of the Lady Schick 
electric shaver. 

In a complaint against the shaver 
manufacturer, the Federal Trade 
Commission said last month that 
the Lady Schick is not free when it 
is given in a combination deal with 
the Schick 25. FTC said the usual 
price reduction for the Schick 25 
had been eliminated in order to 
cover the cost of the Lady Schick. 

In its reply, Schick denied that 
the ads were deceptive. 


s In other portions of its answer 


Schick denied that it discriminates 
in giving promotional allowances 
and demonstrator services to deal- 
ers, or that its company-owned 
outlets compete unfairly with inde- 
pendent dealers. 

Schick said if FTC acts against 
it without taking comparable meas- 
ures against similar practices of its 
competitors, “irreparable harm” 
will be done to Schick. + 


between 10,000 and 50,000 units. 
Early in December Ford claimed 
it was ahead of Chevrolet in sales 


days of December Chevrolet boast- 
jed it had cut sharply into Ford’s 
| lead by reaching an unprecedented 
| 30% share of industry sales for the 
period. 


s Chevrolet beat out Ford in the 
spirited production battle between 
these two long-time rivals, by the 
slim margin of just 144 units. 
Chevrolet turned out 1,522,550 pas- 
senger cars compared with 1,522,- 
406 for Ford. In the truck output 
skirmish Chevrolet was an easy 
winner with 351,739 units against 
337,126 for Ford. 

While Ford and Chevrolet were 
scrapping, Plymouth had a remark- 
ably good year, with 655,526 cars 
against 452.918 for the previous 
year. 

In nearly catching Chevrolet in 
production, Ford turned out 148,864 
more cars than it did in 1956, while 
Chevrolet was producing 98,468 
fewer. 

The industry’s total of 6,107,909 
cars sold in 1957 was 301,153 units 
better than the 1956 sales total of 
5,806,756. 


® While Chrysler and Ford were 
improving their output General 
Motors, American Motors and Stu- 
debaker-Packard were declining. 

The industry’s best year was in 
1955, when production and factory 
sales soared past 9,000,000 units. 
Both 1950 and 1953 were better 
years than 1957. 

The figures on production: 


PASSENGER CAR PRODUCTION 


+1956 Chrysler figure also includes Imperial 
sales, which were slightly in excess of 12,000 
cars. 


FORD MOTOR CO.: 


TOTAL MOTOR 
VEHICLES 7,207,304 6,918,758 


Three Join Needham, Louis 

Bruce W. Barnes, formerly with 
Carl S. Brown Co., New York, as 
art director, has joined the New 
York staff of Needham, Louis & 
Brorby as an art director. Carl A. 
Shem and Homer A. Yates Jr. 
have joined the agency’s Chicago 
account executive staff. Mr. Shem 
comes from Compton Advertising. 
Mr. Yates was formerly with All- 
state Insurance Co. 


by 50,000 cars, but in the first 20) 


1957 1956 

AMERICAN MOTORS CORP.: 
ee 7,182 
| 17,841 
eee 102,686 79,162 

SEN ansadexcsberccsnenicts 102,686 104,185 
CHRYSLER CORP.: 
ee 655,526 452,918 
es 292,386 205,820 
I ti catalan 117,747 104,395 
NEI ssskiasescnsnseniees 118,733 107,490 
ID sectesiervcnsiines 37,946 

ee ee: 1,222,338 870,623 


ees 1,522,406 1,373,542 
IE | cesinaseniisnepov 274,827 246,428 
54,600 
SN. caticiensinseonannens 37,870 48,995 
TRUE Wicevssesesneniecenane 1,889,703 1,669,165 
GENERAL MOTORS CORP.: 
1,522,550 1,621,018 
343,298 332,268 
390,091 432,903 
407,271 535,364 
153,236 140,873 
2,816,446 3,062,426 
STUDEBAKER-PACKARD CORP.: 
PIED cenciciccsctrecnese 5,495 13,432 
Studebaker ................ 67,370 82,955 
BIE seetisiessccesrovincns 72,865 96,387 
CHECKER CAB ........ 3,871 3,970 
TOTAL PASSENGER 
RIES. tattisteectesccesess 6,107,909 5,806,756 
TOTAL TRUCKS ......... 1,095,425 1,107,796 
TOTAL COACHES .... 3,970 4,206 
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Thinge move fast on the CeO 


FAST WORK—Chesapeake & Ohio Railway summarizes its 1957 and 
1956 operating figures in this ad appearing in early January in Busi- 
ness Week, Newsweek, Time and U. S. News & World Report. C&O 
got its 1957 figures on the afternoon of Jan. 2 and flashed them to 
the publications which had plates waiting for the fill-in material. 


Mexican Airline 
Names Graff; Italian 
Line to Dowd Agency 


New York, Jan. 9—Madison 
Ave. had fresh proof today that 
there is nothing flightier than an 
airline account, particularly when 
it comes to international carriers. 

Two international carriers ap- 
pointed agencies this week. Aero- 
naves de Mexico, an affiliate of Pan 
American World Airways, named 
Harry W. Graff Inc. and Alitalia 
named Dowd, Redfield & Johnstone. 

Alitalia—which is controlled by 
the Italian government—expects 
to be billing about $500,000. It re- 
cently took over the old private 
Italian airline, LAI, which was 
partly owned by Pan American. 

LAI advertising had been han- 
dled in the U.S. by John Muller, 
proprietor of Manhattan Advertis- 
ing Agency, who used to service 
the account through another agen- 
cy, Bermingham, Castleman & 
Pierce, to get additional facilities. 

Alitalia now has three transAt- 
lantic flights a week but plans to 
step this schedule up to 10 a week. 
The account executive at Dowd, 
Redfield will be Filippo Theodoli, | 
who joined the agency six months | 
ago from Vespa, the Italian motor 
scooter company, also a Dowd, 
Redfield account. 

Dowd, Redfield said it got the 
account after “many agencies” 
were screened. Among these were 
Caples Co., Bozell & Jacobs and 
Van Brunt & Co. 


| & Osborn last November. 
Royal Dutch Airlines named Er- 


® Aeronaves, which has a daily 
New York-to-Mexico City run, us-| 
ing the new Britannia turbo-prop | 
plane, appointed Graff to handle 
its advertising in the New York 
area. Graff also handles Cubana 
Airlines. The Mexican airline will | 
begin servicing New Orleans next | 
month, but it is not clear yet which 
agency will handle this promotion. | 

Up to now, Aeronaves has been | 
placing all its advertising through | 
its Mexican agency, Camacho & Or- 
vananos. 

A dozen airlines have made 
agency changes over the past two 
years (AA, Sept. 30). The inter- 
national lines have been notably | 
restless. 


® British Overseas Airways Corp. | 


moved from Foote, Cone & Bel-| 
ding to Victor A. Bennett Co. in 
April, 1956, allowing FC&B to pick 
up Trans World Airlines in July. 
Trans-Canada Airlines appointed 
McCann-Erickson to handle its U.S. 
advertising in September, 1956. Sa- 
bena Airlines picked the Marschalk 
& Pratt division of McCann to suc- 
ceed Fuller & Smith & Ross in No- 
vember, 1956. Bernard Endelman 
took El Al Israel Airlines to Doyle 
Dane Bernbach Inc. in April. 1957. 
Air France shifted from Buchanan 


& Co. to Batten, Barton, Durstine 


KLM 


win, Wasey & Co. to handle its ad- 
vertising as of Jan. 1 but after the 
merger with Ruthrauff & Ryan it 
decided to remain with Charles W. 
Hoyt Co. for the time being. + 


Business Paper Ad 
Volume Rose 2.7% 


in ‘57, IM’ Reports 


Cxicaco, Jan. 8—Business papers 
finished off 1957 with their adver- 
tising volume up over 1956 by 13,- 
491 pages, or 2.7%. This 1957 total 
was obtained from reports of some 
325 business publications included 
in the advertising volume listings 
published in the January issue of 
Industrial Marketing. 

The 1957 2.7% increase was no- 
tably lower than the 1956 increase 
of 6.3% over 1955. However, of the 
five classifications of publications, 


jonly one—trade papers—finished 


off the year with a loss—3,892 
pages (5.5%) under 1956. 


= The 1957 total advertising vol- 
ume increase over 1956 for the 
other four groups of publications 
was as follows: Industrial: up by 
13,815 pages (4.2%); product news 
group: up by 462 1/9-page units 
(1.2%); class publications: up by 
2,094 pages (5%); and the export 
group, showing the highest increase 
for the year, was up by 1,012 pages 
(7.3%). 

The month of December, 1957, 
was generally unfavorable as com- 
pared to December, 1956. The 
combined volume for the month 
was down by 309 pages, or 0.9%. 
Three groups of publications 
showed a decrease in December 
volume: Industrials by 236 pages 
(0.95%); trade books by 158 pages 
(4.3%), and export papers by 25 
pages (2.2%). 

Up for the last month of 1957 
were product news publications, by 
42 1/9-page units, or 1.4%. The 
class group also showed an increase 
of 68 pages, or 2.3%. # 


TsAB Formed to Promote 
Theater Screen Advertising 

The Theatre-screen Advertising 
Bureau (TsAB) has been formed 
for the purpose of “making avail- 
able for the first time the facts on 
theater screen advertising as an 
important medium.” TsAB is sup- 
ported by companies engaged in 
production and distribution of 
filmed commercials designed for 
motion picture theaters. 

Offices of TsAB are in the Chica- 
go and New York quarters of Dan- 
iel J. Edelman & Associates, Mer- 
chandise Mart, Chicago, and 40 E. 
34th St., New York. Edelman has 
been named public relations coun- 
sel and Gordon Winkler, with the 
Edelman company, has been named 
information director of TsAB. 


Advertising Age, January 13, 1958 


American Kitchens, 
EWRR Part After Sale 


to Viclad Industries 


Cuicaco, Jan. 8—American 
Kitchens and its agency, Erwin 
Wasey, Ruthrauff & Ryan, will 
part company Feb. 1. The an- 


|nouncement follows on the heels 


of the sale by Avco Mfg. Co. of its 
American Kitchens cabinet line 
and name to Viclad Industries, 
Renovo, Pa. 

Avco, which sold only the Amer- 
ican Kitchens name and line of 
kitchen equipment, has changed 
the name of its American Kitchens 
division to Avco’s AK division, and 
will continue to manufacture dish- 
washers and sinks under the name 
Catalina at its Connersville, Ind., 
plant. 

Reason for the agency-account 
separation is that the AK division’s 
“activity as a national advertiser 
will be considerably reduced in the 
consumer field,” Curry W. Stoup, 
AK general manager, said. 


s The AK division also will con- 
tinue to specialize in the contract 
production of dishwashers and 
sinks, and will proceed with de- 
velopment and sale of architectural 
porcelain products, including por- 
celain service stations. 

Ruthrauff & Ryan had handled 
the American Kitchens division for 
about 10 years before the merger 
with Erwin, Wasey. The division 
had budgeted about $500,000 for 
advertising and sales promotion in 
1957, Cecil E. Parson, division ad 
manager, told ADVERTISING AGE. 

Mr. Parson said the AK division 
will not appoint an agency “for the 
time being” as the ad budget will 
be small, and ad plans are not yet 
formulated. 

Viclad Industries acquired Tracy 
Mfg. Co., maker of Tracy kitchens, 
about a year ago from Edgewater 
Steel Co. The American Kitchens 
division had been in a strong sec- 
ond position as a manufacturer of 
kitchen sinks and dishwashers 
(AA, Aug. 19, ’57). 


# B. J. Krywick, Viclad exec vp, 
told AA the company is working on 
plans to consolidate the Tracy and 
American Kitchens operations into 
a new subsidiary or division— 
Tracy-American—and hopes to 
move the entire operation to new 
Pittsburgh headquarters “as soon 
as possible.” 

James A. Stewart Co., Carnegie, 
Pa., handles the Tracy kitchens 
advertising, and now will take 
over advertising for the American 
Kitchens line. A “considerably 
expanded”. ad budget is being 
planned, Mr. Krywick said. # 


FTC Drops Illegal 
Benefits Charge 
Against Pepsi-Cola 


WASHINGTON, Jan. 8—The Fed- 
eral Trade Commission today 
dropped a complaint which charged 
that Pepsi-Cola gave illegal pro- 
motion benefits to favored food 
and drug chains which were in- 
volved in a tv time swap. 

Under the plan, stations served 
as middlemen, giving free air time 
to chains which provided point of 
sale display space for nationally 
advertised items. The stations 
turned over the display space to 
advertisers who bought time at the 
regular station rate. 

Dismissal of the charge against 
Pepsi had been recommended by 
Hearing Examiner Abner Lips- 
comb in November after com- 
mission attorneys admitted they 
lacked proof. The commission said 
no principle was involved in to- 
day’s action since cease and desist 
orders have already been issued 
against other advertisers who par- 
ticipated in similar time swaps. # 
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OUTDOOR Sek 
THE SANTA FE 
24 HOURS A DAY! 


E1 Capitan 


mez TO CHICAGO 


a § 662 
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“Santa Fe has been a constant user of painted bulletins 
for many years. We have found Outdoor to be a medium that ties 
> together all the other forms of advertising we use 24 hours 
a day, day in and day out, during all seasons of the year 
—constantly selling to millions of potential customers 
of transportation services we provide. 


° “One of our Los Angeles bulletins, which is larger than an 
My. A. A. Dailey El Capitan Hi-Level chair car, is pictured above and is doing 
General Advertising Manager a fine job of impressing the vast potential market in this 
Santa Fe Railway, says: area with our deluxe chair car service to Chicago.” 


8 out of 10 people remember Outdoor posters!" 


Sy 2 Bir ESE en Ping : 
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OUTDOOR ADVERTISING INCORPORATED >» | ‘ 

NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM & 'S & 
se Se an aes 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising. 
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wherever you look today 
you find 


PLASTICS 


a 


wherever men work with plastics 
you find 


MODERN § 
PLASTICS 


... the magazine of selling—for manufacturers of chemicals, 
ag materials, machines and equipment the plastics field can use 


—and for molders and converters of plastics. 


ABRESKIN PUBLICATION ABC/ABP 
...asis MODERN PACKAGING, the magazine of packaging 


575 Madison Avenue, New York 22, N. Y. 
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The Editorial Viewpoint ... 


Deferable Advertising Funds 


Retirement of Alpheus C. Beane from the fabulous brokerage firm 
of Merrill Lynch, Pierce, Fenner & Beane, and the disappearance of 
Mr. Beane’s name from the firm, served to remind many advertising 
men of Mr. Beane’s advocacy—a decade ago—of reserves for adver- 
tising. 

In a talk to the Assn. of National Advertisers in Atlantic City in 
October, 1947, Mr. Beane strongly urged “adequate reserves for ad- 
vertising and sales promotion,” built up during good times, “to be 
drawn upon to stimulate business in dull times when that stimulation 
is most needed.” 

Mr. Beane pointed out then—and it is unfortunately still true—that 
too many company officers fee] that advertising is “in part a luxury, 
which could be dispensed with when the going is tough.” Setting up 
reserves for advertising would help to level out the flow of advertis- 
ing and assure greater continuity, he said. 

Unfortunately, the Treasury Department has never seen fit to ac- 
cept Mr. Beane’s philosophy, and will not permit a deduction for 
reserves set up for advertising. Yet the idea is so sound and so mean- 
ingful that it undoubtedly deserves further exploration and discussion 
with tax authorities. 

When, in the early 1950s, the subject of reserves for advertising was 
intensively pursued by the late J. K. Lasser, by Dean Collins of the 
New York University business school, and by ADVERTISING AGE among 
others, one practical stumbling block encountered in Washington was 
the excess profits tax which was then in effect. It seemed pointless to 
discuss the possibility of tax-free reserves under such conditions, be- 
cause they might easily have been used to circumvent the excess prof- 
its tax law. 

In the intervening years, the American economy has moved along 
at such a clip that no one seemed willing to admit even the possibility 
of a downturn in activity some time, so the question of reserves for 
promotional use in not-so-good years seemed academic. 

It is no longer academic, and perhaps it would be worth while for 
advertising interests once again to pursue the discussion. If reserves 
for advertising could be established on such a basis that they would 
be subject to tax deduction as a normal business expense in the year 
in which th y are set aside, rather than the year in which they are 
spent, advertising would gain enormously and the American economy 
might well be taking a giant stride down the road toward year-to- 
year business stability. 


Petry Speaks Out 


Edward Petry, of Edward Petry Co., radio and television station 
representative, has, we believe, performed an extremely useful serv- 
ice for the broadcasting industry by speaking up on the Barrow re- 
port. He should be commended by the broadcasting industry and by 
advertisers for taking a sane and sensible stand when he might have 
gained some short-term advantage by maintaining silence. 

“Because of the importance of the network-station relationship, I 
am very concerned with recent developments in Washington,” he said. 
“Specifically I refer to the report of the network study staff of the 
FCC, identified as the Barrow report.” In this connection, he said, the 


—Henry P. Zuidema, The Jam Handy Organization, Detroit. 
“He’s suing her on grounds of too much togetherness.” 
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networks have been subjected to “an unwarranted attack” that could 
“hobble, if not destroy, the keystone of our great broadcasting sys- 
tem.” 

Mr. Petry said he was in agreement with some parts of the Barrow 
report, but completely disagreed with its conclusion that network 
practices “have served to restrain competition between network and 
national spot advertising and to place station representatives, pro- 
gram suppliers and advertisers using national spot at a competitive 
disadvantage.” : 

Mr. Petry’s notion is that the lack of competitive tv stations in ma- 
jor markets is the single most important element in restraining com- 
petition. But the service he has rendered the industry goes beyond 
his specific suggestions or ideas. It is embodied in the evidence that 
the broadcasting industry includes reasonable, sensible people who 
are big enough to see the industry as a whole, and its problems as a 
whole, rather than merely to make capital of temporary competitive 
advantages. 


Movie Advertising ‘Obsolete’? 


Charles Einfeld, vp in charge of advertising for Twentieth Century- 
Fox Film Corp., had some unkind things to say about advertising of 
movies on amusement pages the other day, insisting that “the amuse- 
ment pages are not serving the purpose they once served, duc to lack 
of editorial space and poor positioning.” 

Mr. Einfeld may be right, and maybe movie advertising should go 
into other media, or on other pages in the newspapers. But all the 
ills are not position ills, by any means. As a general rule, one can say 
that movie advertising has changed least of all advertising addressed 
to the public, in the past quarter century. It started out at the top of 
the adjectival heap, and tends to stay right there—more unnoticed and 
unsung year by year. 


What They're Saying 


If someone wishes to refer to it 
as lobbying, that is all right with 
me. It would be more accurate to 
call it industrial statesmanship. 


—Philip M. Talbott, president, Cham- 
ber of Commerce of the U. S., speak- 
ing before the Washington Trade 
Assn. Executives in Washington, D. C. 


eos 


‘Industrial Statesmanship’ 

A modern and well-managed 
association, which is truly repre- 
sentative of its membership, can 
do a highly essential job for its 
members by studying and analyz- 
ing legislative and administrative 
proposals. 


It can digest, interpret and re-| Luckily Others Invest 


port these proposals to its members 
—and it can establish ways for de- 
veloping sound and _ responsible 
industry positions on legislative 
matters through committee study 
and policy-making machinery. 
The fact is that the most success- 
ful associations I know about are 
doing exactly that kind of work. 


BELIEVE IT OR NOT—a client 
has asked us for an estimate for 
1958 campaign for the sum of 163 
dollars and our affiliated requested 
to send it quickly .. . this estimate 
includes agency commission . . 
luckily others invest more than 163 
dollars daily. 


—“Highlights & Spotnews,” 
Publicidad Peru, Lima. 


from 


Advertising Age, January 13, 1958 


Rough Proofs 


The football influence is every- 
where. A tv announcer, comment- 
ing on the Kentucky Derby float in 
the Tournament of Roses parade 
New Year’s day, referred to the 
Churchill Downs grandstand as a 
stadium. 


Kolynos has appointed a new ad- 
vertising agency, and all of its ex- 
ecutives have not the slightest 
doubt as to which dentifrice they 
used this morning. 


Some of those writers who are 
not yet “convinced” may be “per- 
suaded” that there is more than a 
slight difference between the two 
words. 


By this time promoters of bas- 
ketball games are beginning to 
wonder just how long those posi- 
season bowl football games will 
continue to hog the publicity spot- 
light. 


Even gas companies which are 
finding it hard to provide heating 
service to waiting customers will 
enthusiastically promote the gas 
refrigerator which Whirlpool has 
taken over from Servel. 


Users of first, second, third and 
fourth class postal service, remem- 
bering the huge increase in rates 
proposed by Mr. Summerfield, are 
preparing te resume the Battle of 
the Bulge. 


Chevrolet said it made more cars 
in 1957 than Ford, and Ford insists 
it sold more. Want to settle for a 
dead heat, boys? 


Tv sets for rear-seat viewing 
were introduced at the Chicago au- 
tomobile show. This may turn out 
to be at least an improvement over 
rear-seat driving. 


Bristol-Myers’ competition now 
says that even aspirin with buffer- 
ing, lower-case, is not as good as a 
combination of aspirin and other 
pain-relieving ingredients. 


The Post and other magazines 
are giving Leo Durocher, the well 
known broadcasting executive, al- 
most as much publicity regarding 
his views on baseball as when he 
was delivering them personally to 
the umpires. 


Advertising men who have been 
considering taking part in politics 
will be able to get a lot of valuable 
experience fighting the rash of 
ordinances proposing local taxes on 
advertising. 


If this old-fashioned winter con- 
tinues as it has started, tire chains 


*|may once more become standard 


equipment for automobiles on and 
off the city highways. 
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new active leisure 


| ... has created a big and bountiful new market for advertisers. 
A CURTIS MAGAZINE 


And the best place to reach it is in Holiday. For Holiday is the one magazine 


completely devoted to a full range of pleasures in this fine-living age. 
It attracts a select group of 875,000 families — lively, on-the-go 
men and women with incomes nearly triple the national average. If your 


product gives people more leisure or pleasure, it belongs in Holiday. 


HOLIDAY readers are the leaders of the new active leisure! 
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; Here’s the same dynamic brand of idea-power that mobilizes the readers of Better 
: Homes & Gardens month after month. Each Ideas Annual is an extension of a specific 

classification of BH&G—a specialist focused on a single field of home interest. As 

sales prospects, the idea-hungry readers of these authoritative books are way above 
par, too! They’re ready to turn their dreams into action—and to buy what they need 
to do it! Your BH&G representative has facts and figures to show why these super- 
selective annuals belong on your sales team. Why don’t you talk to him—soon? 


MEREDITH of DES MOINES...America’s biggest publisher 
of ideas for today’s living and tomorrow’s plans 
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Estimated Sales: 180,000 copies Estimated Sales: 475,000 copies 


Closes: June 13, 1958 
On Sale: August 19, 1958 


Closes: July 15, 1958 
On Sale: September 16, 1958 


The newest member of the BH&G family of Idea 
Annuals—a “project book” ranging from the 
ABC’s of painting and wallpapering to simple 
remodeling jobs. An ideal spot to advertise any 
product of interest to people who are actively 
bent on improving their homes. 


A comprehensive collection of decorating ideas 
demonstrating the same editorial authority 
found in Better Homes & Gardens magazine. 
This annual gives advertisers a chance to tell 
their product story to people who are seriously 
planning more livable surroundings. 
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gifts and decor ations 


make 
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Estimated Sales: 575,000 copies 


Closes: August 15, 1958 
On Sale: October 16, 1958 


Sparkling with BH&G know-how, anticipated 
and used in homes all over the country. Adver- 
tisers who sell anything people buy to give, to 
cook, to decorate . . . to make someone’s Christ- 
mas merrier, can reach enthusiastic shoppers 
through this popular annual. 
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Your advertisements in BH&G’s six specialized Idea Annuals 


reach people when they are actively looking for buying guidance 
in a single field of home and family interest 


= fet ee 


Estimated Sales: 250,000 copies 


Closes: October 15, 1958 
On Sale: December 18, 1958 


The modern kitchen, a paragon of convenience 
and color, is an attainable reality in Better Homes 
& Gardens Kitchen Ideas Annual. It’s a splendid 
way to reach people with an immediate interest 
in the myriad products needed to build, remode! 
or refurnish a kitchen, 


Estimated Sales: 180,000 copies 


Closes: November 14, 1958 
On Sale: January 20, 1959 


The latest ideas in planning and design are fea- 
tured in this one-volume guide to home building 
by the experts at BH&G. Advertisers in this 
receptive atmosphere reach an audience of peo- 
ple who are definitely planning to build, and who 
are looking for all the ideas they can find. 


iin 


“Idea Specialists” on your sales team: 


Estimated Sales: 150,000 copies 


Closes: December 12, 1958 
On Sale: February 19, 1959 


From window boxes to landscaping . . . ideas for 
gardeners of every type are colorfully presented 
here. This famous annual gives advertisers an 
authoritative, selective medium for reaching and 
selling prospects for products ranging from 
garden tools to suntan oil. 
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Shwayder Promotes Samonsite 
Luggage in Spring Drive 
Shwayder Bros., Denver, will 
promote its Samsonite luggage this 
spring with the theme, “Samsonite 
is part of your appearance.” All 
the ads will picture a smartly 
dressed couple with their luggage 
against travel backgrounds. The 
opening ad uses a steamship pier 
and the ocean liner, Liberte, for its 
background. The headline reads: 
“Bon voyage! You're going first 
class with Samsonite, the luggage 
that keeps its looks for years.” 
The ads will also promote the 
Samsonite “travel bureau,” a 
counter display dispensing free 
travel information.in 3,000 retail 


outlets. The campaign will appear 
February through June on a scat- 
tered schedule in Bride & Home, 
Brides’ Magazine, Esquire, Holiday, 
Look, Newsweek, Seventeen, 
Sports Illustrated, The Saturday 
Evening Post and Vogue. Grey Ad- 
vertising, New York, is the agency. 


Katz Agensy Compiles Spot 
Radio Budget Estimator 

Katz Agency, New York, nation- 
al advertising representative, has 
compiled a spot radio budget esti- 
mator, to serve as a_ practical 
working tool for estimating costs 
in up to 150 major markets. 

The estimator shows for each of 
the 150 markets the cost per an- 


nouncement of a weekday sched- 
ule of 12 one-minute announce- 
ments per week for 13 weeks in: 
(1) early morning and late after- 
noon; (2) other daytime provided 
and (3) evening. The one-time 
daytime rate is also shown, along 
with a formula for figuring the 
cost of 24 announcements per week 
as well as other packages. 


Williams Joins Metal Edge Box 

Ernest Williams, formerly sales 
promotion and advertising manag- 
er of Equitable Paper Bag Co., 
Long Island City, has joined Na- 
tional Metal Edge Box Co., Bar- 
rington, N.J., as sales promotion 
and advertising manager. 


Neededness!* 


More engineers NEED Proceedings of the IRE than need 
any other radio-electronic engineering magazine. 51,745 
(ABC June 30, 1957) plus 10,397 students, to be exact. This 
is not promised—but delivered circulation. 


*Engineers NEED the unabridged, factual, working information of 
which Proceedings of the IRE supplies over 1,900 pages a year. This 
is more than a WANT but a vital need, satisfied since 1913 by 


® Member of ABC 


Proceedings of the IRE 


THE INSTITUTE 


OF RADIO ENGINEERS 


Adv. Dept. 72 W. 45th St., New York 36, N. Y. » MU 2-6606 


Chicago * 


Cleveland 


* LesAngeles + San Francisco 


ARB SURVEY — LINCOLN-BEATRICE MARKET 
June 9-15, 1957 — 8:30-10:00 P.M. 
This special ARB Survey of the Lincoln-Beatrice market 
was made at the request of an important national adver- 


tiser. It shows that in EASTERN Lincoln-Land alone, 
KOLN.-TV gets more than twice as many viewers as the 


leading Omaha station! 


Hove you noticed how much 
the Nielsen NCS No. 2 has 
exponded Lincoln-land? 


YOUR’E ONLY 


HALF-COVERED 


IN NEBRASKA 
lF YOU DON’T USE KOLN-TV! 


There are only two big markets in Nebraska, and you 
can’t get them both with any one TV station. 

All surveys prove that KOLN-TV is your ONLY 
satisfactory outlet for Lincoln-Land — 69 counties . . . 


200 families . . . 191,710 TV sets. 


Rating Share 

KOLN-TV 29.5 57.0 

Station B 12.5 24.2 

Station C 9.5 18.4 

Others 2 4 
we nny 


WK7ZO. TY — GRAND RAPIDS KALAMAZOO 


WKZO RADIO — KALAMAZOO BATTLE CREEK 


WJEF RADIO — GRAND RAPIDS 

WwJtF Fut — GRAND RAPIDS KALAMAZOO 

KOLN. TY — LINCOLN, NEBRASKA 
Aunccated ath 

WME RADIO — PEORIA, KLUINOS 


Avery-Knodel, Inc. 


Exclusive National Representatives 


KOLN.-TV is the Official CBS Outlet for South Central 
Nebraska and Northern Kansas. Ask Avery-Knodel. 


CHANNEL 10 © 316,000 WATTS © 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 


Advertising Age, January 13, 1958 


Getting Personal 


Philip Lasky, general manager of KPIX-TV, San Francisco, de- 
parted Jan. 4 for a two-month tour of Africa. He plans to visit North 
Africa, the West Coast of Africa and South America before return- 
ing home. . . 

Levering Cartwright, formerly editor of The National Under- 
writer, is a member of a new investment firm, Cartwright, Valleau 
& Co., Chicago, which specializes in insurance securities. .. Hugh M. 
Seyfarth, assistant ad manager of R. R. Donnelley & Sons Co., Chi- 
cago, has taken on the chairmanship of the pr committee for the 
building fund drive of suburban Highland Park Hospital. A goal of 
$2,300,000 has been set for additions to the present building. . . 

Kentucky business and civic leaders attended a surprise luncheon 
Jan. 3, given by the Advertising Club of Louisville in honor of 
Henry McClaskey, assistant general manager of the Courier-Journal 
and Lauisville Times, who retired Jan. 1... 


Mithun Bastiansen Burke 


ART PRIZES—Ray Mithun, president of Campbell- Mithun Inc., presents 

$100 purchase awards to top winners in the agency’s 6th annual art 

show. Standing next to his popular vote 1st place “Fishermen” is art 

director Donald Bastiansen. Holding his professional jury 1st place 

“Adobe Building” is E. Williams Burke, executive art director. Both 

paintings will jain the Mithun Minneapolis office’s permanent col- 
lection. 


Dave Champlin, merchandiisng manager of the Fort Worth Star, 
was married Jan. 4 to Mary Loving Smith. . . The New Year’s greet- 
ing sent by James M. Cleary, vp of Roche, Williams & Cleary, Chi- 
cago, announces the birth, on Christmas Day, of the Clearys’ 18th 
grandchild, who has been named Susan. Pictures of the other 17 of 
the boys and girls are reproduced in the folder. . . 

Another new ad-baby is Jory Baron Fultz, whose father is Jack 
Fultz of Station WXLW, Indianapolis. The baby’s mother, Nancy, 
was formerly with Burke Dowling Adams, Atlanta, and Young & 
Rubicam, Chicago. . . 

Dec. 16 was the birthday of Kristy, first child of Bob Boardway, 
executive producer-director at KTNT-TV, Seattle-Tacoma. .. 


Gerstenberger Nute Mobley Lyon 
TESTING—Albert C. Nute, director of the Dodge Truck news bureau 
for Ross Roy Inc., Detroit, for the past 13 years, inspects gifts of 
deep-sea fishing tackle which will come in handy for Florida win- 
ters. Left to right at a recent retirement party for Mr. Nute are Wil- 
liam E. Gerstenberger, vp; Mr. Nute; Robert L. Mobley, editor of 
the Dodge Job-Rater; and R. G. Lyon, Dadge account executive. 


Alfred Goldblatt, head of the Seattle agency bearing that name, 
and Elizabeth Wright Evans, educational director of KING-TV, Seat- 
tle, were married Jan. 1 and flew across for a two-week honeymoon 
in Paris... 

A scholarship in memory of the late Beatty Stevens has been 
established at the University of Washington School of Communica- 
tions, Seattle, through donations by 24 friends. Mr. Stevens was for 
many years advertising manager of the Bon Marche department 
store, then headed his own Seattle agency. The scholarship, with 
an annual commitment of $450, was set up under the leadership of 
Fred Baker, head of Frederick E. Baker & Associates. . . 
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More and more advertisers are coming to agree with The New 
Yorker's belief that common sense and dignity* create more 
effective selling tools than superlatives and exaggeration—espe- 
cially when directed to The New Yorker's intelligent audience. 


*A publishing principle which has guided The New Yorker for thirty-two years. 


NEW YORKER 


New York, Chicago, London, San Francine, Los Angeles 
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India to Show Phenomenal Newspaper Ad 
Gains in Next 10 Years, U.N. Delegate Says 


Cuicaco, Jan. 7—Probably the 
most phenomenal gains in news- 
paper advertising ever seen will 
occur in India within the next 10 
years. 

This is the confident belief of 
J. N. Sahni, a member of India’s 
delegation to the United Nations 
and one of that country’s leading 
publicists and business men. 

Advertising prosperity will ac- 
company an era of unparalleled 
newspaper gains, Mr. Sahni fore- 
cast for the world’s second most 
populous nation. 

His views were expressed while 
he was in Chicago visiting execu- 
tives of Goss Printing Press In- 
ternational, S. A., a subsidiary of 
Miehle-Goss-Dexter Inc. 


® Tremendous newspaper gains 
will result from India’s mammoth 
educational campaign, Mr. Sahni 
declared. He feels sure that the 
country’s immediate goal of 65% 
literacy will be attained within 5 
to 10 years; the present literacy 
rate is 25%. 

Since India has 400,000,000 peo- 
ple, this educational development 
will multiply the number of news- 
paper readers, along with readers 
of books and magazines, he said. 

This prosperity will be enjoyed 
by the native language newspapers 
only, he went on. These journals 
presently have generally small cir- 
culations, because most of the lit- 
erate population reads English 
principally. Emphasis in teaching 
reading and writing will be upon 
native languages, although English 
is to be a “must” second language. 


s However, India’s English-lan- 
guage newspapers are in a strong 
position and will continue to hold 
their own, Mr. Sahni believes. 
Some of these dailies have circu- 
lations around 100,000. 
“Advertising in India’s newspa- 
pers has been severely restricted to 
date,” Mr. Sahni explained. “This 
has been due to two factors—a 
newsprint shortage and the neces- 
sity to import most consumer goods. 
This last causes advertising to be 
restricted to local products.” 


# Mr. Sahni reported that India’s 
first newsprint mill has been in 
operation for three years, and two 
more are planned. Local paper sup- 


“I can’t think of any- 
one who would not find 
John Caples’ new book both 
interesting and profitable rend- 
ing.”—8OB FEEMSTER, Chairman, 
Advertising Federation of 
- ae 


America 


An invaluable guide for the 
copywriter to help him make 
his ads do what they’re sup- 
posed to do—SELL. Mr. 
Caples gives, step by step, 
the secrets of the successful 


plies also will increase rapidly, be- 
cause in addition to existing paper 
mills 10 more are expected to go 
into production in five years, he 
said. 


s Equally important, he added, is 
the establishment of local indus- 
tries, particularly those manufac- 
turing consumer goods. This latter 


development will be the greatest 
stimulus to retail advertising, from 
which native language newspapers 
will prosper, he predicted. 

Mr. Sahni, who is chairman of 
The Printer’s House Ltd., New 
Delhi, one of Asia’s largest graphic 
arts suppliers, also reported a grow- 
ing use of color in India’s news- 
papers. The trend parallels prog- 
ress in the U.S.—first, experiments 
with editorial color; then, spot col- 
or advertisements; now, a broad- 
ening interest in full r.o.p. color. # 


]KG&S to Get ‘Daily Mail’ 

The Charleston Daily Mail, 
Charleston, W.Va., currently rep- 
resented by Ward-Griffith Co., a 
newspaper representative, will 
name Johnson, Kent, Gavin & 
Sinding, New York, when the pa- 
per consolidates with the Charles- 
ton Gazette (AA, Dec. 16, ’57). 
JKG&S already represents the 
Gazette. The papers are combining 
their advertising, accounting, cir- 
culation and mechanical depart- 


Advertising Age, January 13, 1958 


ments “to meet the vastly increased 
cost of newspaper publication,” ac- 
cording to Robert L. Smith, pub- 
lisher of the Gazette. 


Fort Worth CofC Sets Drive 
The Chamber of Commerce of 
Fort Worth has planned a $1,000,- 
000 five-year advertising campaign 
using national and worldwide ad- 
vertising. The drive will use mag- 
azines, local newspapers, radio and 
tv “to put Fort Worth in the major 
leagues with Houston and Dallas.” 


spate eee 


~ 


iy 


copywriter’s art—with plenty S 
of examples of actual ads 
that have “pulled their heads 
off.” $4.50. To examine a copy 
10 days free, clip your name 
and address to this ad and 
mail to: Dept. 32, HARPER 
& BROTHERS, N. Y. 16. 
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Screen Gems Makes Hay 
on International TV Front 

Screen Gems, television subsi- 
diary of Columbia Pictures, reports 
that stations CMBF-TV and CMQ- 
TV in Havana, Cuba, have bought 
five more of its film series. These 
are “Father Knows Best,” “Tales 
of the Texas Rangers,” “77th Ben- 
gal Lancers,” “Jet Jackson” and 
the suspense films from “All Star 
Theatre.” 

Screen Gems also has opened 


its own office in Paris—it already 
has one in London—to spearhead 
sales of its film properties to 
European tv stations. George 
Blaug, formerly with Columbia 
Pictures International in Paris, has 
joined the Paris office. 


Carling Named A.M. 

Jack W. Carling has been named 
to the new post of advertising 
manager of National Jeweler, New 
York. Mr. Carling joined the pub- 
lication 16 years ago. 


$500,000 Ad Budget 
to Push California 
Wines Early in ‘58 


San FrRANcIsco, Jan. 7—The Cal- 
ifornia Wine Advisory Board will 
launch a five-phase $500,000 ad- 
vertising and sales promotion cam- 
paign early in 1958 to promote the 
state’s wines in all major market- 
ing areas. 

Using consumer magazines, trade 


publications, newspapers and tv, 
the board will start its campaign 
in February and carry it through 
June. A total of 123 newspapers 
will be used in 76 primary markets 
while tv coverage will concentrate 
on 19 markets. 

The campaign will stress five 
major wine classifications—appe- 
tizer wines, red and white dinner 
wines, rose wines, champagne and 
dessert wines. 


# Consumer magazines to be used 


.+. Subscribers depend upon Nation's Business for a “useful look ahead,” 


including 700,000 ownership-motivated business executives who have 


personal subscriptions and 80,000 business-members of the National 


Chomber of Commerce. 


--- are the men who actually own American business and industry — the 


presidents, owners, partners of construction and transportation companies, 


manufacturing concerns, banks, retail and wholesale establishments—every 


type of business, nation-wide. 


-.. reprints of useful and timely Nation's Business crticles were purchased 


by 23,000 business owners in 1957 for profitable use in their own 


businesses ... monthly articles concerning national affairs, government 


problems, and business leadership. 


consecutive month to 


show a gain! 


Business 


ADVERTISING HEADQUARTERS: 711 Third Ave. at 44th St.,.New York 17,N.Y. 


Nat 


19 


will include Bride & Home, Bride’s 
Magazine, Gourmet, Holiday, Look, 
McCall’s, Modern Bride, Redbook, 
Sunset, The New Yorker, Town & 
Country and Vogue. 

Theme of the various promo- 
tions and the dates when each will 
be used are: California Wine Cock- 
tail Parade, Feb. 23-March 22; 
California Wine and Food Fair, 
March 23-April 19; California 
Wine Jubilee, April 20-May 24; 
California Pink Wine Parade, May 
25-June 28, and California Cham- 
pagne Time, May 1-June 1. 

Roy S. Durstine Inc. is agency 
for the Wine Advisory Board. + 


Petroleum Engineer Names 3 
Petroleum Engineer Publishing 
Co., Dallas, has made three ap- 
pointments in its advertising de- 
partment. Ed Sealey has been 
named mid-continent district man- 
ager, succeeding Jess E. Adkins, 
who has been transferred to 
Houston as Gulf Coast manager. 
Allen K. Tyler has been named to 
succeed Mr. Sealey as advertising 
service manager. 


CHANSATIONAL! 
CH 


APTIV 
CHICAGO! 


SMASH RATINGS 


all over the country! NEW 
CHARLIE CHAN improves 
ratings, betters time periods 
everywhere! 

In Chicago, on WBKB it has 
improved the Wednesday 
night 10:15-10:45 time spot 
by 257°; to become the 
NUMBER ONE syndi- 
cated program in the mar- 
ket on any station, any day, 
any time! 


Outstrips closest competi- 
tion by over 53°), capturing 
a 39.2% share of audience. 
(Videodex 11/57). 

Captures the big share of 
audiences in Los Angeles, 
Atlanta, Philadelphia, Balti- 
more, Columbus, Detroit, 
New Orleans, Pittsburgh, 
Dallas-Ft. Worth and in key 
market after market! 


FOR 
THE 
TV 
HIT 
OF 
THE 
SEASON, 
CALL 


TELEVISION PROGRAMS OF AMERICA, INC. 


488 MADISON « N.Y. 22 + PLaza 5-2100 
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The confidence New York department stores have in the World-Telegram and Sun’s 
vast, responsive audience is a matter of record. 


During 1957, these shrewd merchants singled out the W-T&S among all seven 
weekday newspapers to give it by far the greatest volume of advertising—104,100 
more lines than the second-place newspaper. 

It’s a fact—World-Telegram families BUY MORE AND MORE OFTEN. And 
stores all over the metropolitan area know it. 


Look at the figures. They are worth remembering if you are an advertiser selling 
merchandise or any product in the world’s greatest market. 


TOTAL DEPARTMENT STORE ADVERTISING 
(Year 1957, Media Records) 


Gain or Loss 
Weekday Lines vs. Year 1956 
WORLD-TELEGRAM AND SUN ' 3,821,062 +478,882 
Newspaper B (morning) 3,716,962 — 414,709 
Newspaper C (morning) 3,342,244 — 185,941 
Newspaper D (evening) 2,309,972 —355,991 
Newspaper E (evening) 2,243,054 + 61,090 
Newspaper F (morning) 1,528,066 — 136,507 
Newspaper G (morning) 1,293,249 — 48,919 


jy |NewYorkWorld-lelegram 


i The Sun 


A SCRIPPS-HOWARD NEWSPAPER 


125 Barclay Street, New York 15, N. Y. BArclay 7-3211 « Or Scripps-Howard General Advertising Offices: 
230 Park Avenue, New York City « Chicago « San Francisco « Detroit « Cincinnati « Philadelphia « Dallas 
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William Balderston has retired 


i ONE 4 OF THE een jas board chairman of Philco Corp., 
7 |Philadelphia. He joined Philco in| 

1930 to organize the car manufac- | 

0 MARKETS turers division to handle sales of 
automobile radios to the motor car | 


with 56% population on the Illinois side industry. He served as president of | | 
the company from 1948 to 1954,|' 


when he became board chairman. | 


| 

McKinney Elects Emery, Rahel 

| Harris D. McKinney Inc., Phila- 
ES «1%, eS lected, Albert Ww. 
* Emery exec vp and Walter E. Ra- 
hel vp. Mr. Emery, who joined the 
| agency a little more than two years 
j}ago- from Westinghouse Electric 
|Corp., was elected a vp and direc- 
|tor of the agency in 1956. Mr. Ra- 
hel joined McKinney in 1956. 


ROCK MOLINE 


_ Two Evening Newspapers that 
_ Cover 3 of the 4 Quad-Cities 
without Duplication — Full 
ROP Color Available Daily! 


| Brauer Brothers to Roman 
| Brauer Bros. Shoe Co., St. Louis, 
| has named Roman Advertising Co., | 
St. Louis, to handle advertising for | 
its four lines of footwear. Marjorie} 
Wilten Advertising, Clayton, Mo.,| 
lis the previous agency of record. 


new jobs... 


69396 


in seven years 


| 


| 


. Columbus has experienced an Wa 


living is good out this way 


New jobs totaling 69,396 have been created in metropolitan 
Columbus in the past seven years alone. Since World 
War II, total employed has jumped from 139,891 to 


644,882 


population and still growing 


lation growth 272,071. And Columbus wage earners enjoy an 

effective per-family income of $7296. If your sales 
volume from Columbus hasn't grown with the market, 
promotion can tap this newest great metropolitan center. 


Of course, you'll list the DISPATCH. Everybody does! 
make Columbus 4 preferred 


eset | he Columbus Dispatch 


brand names were introduced | Read in more than 4 out of § Columbus homes daily . . 9 out of 10 Sunday 
ran 


first in Columbus. Write today Represented by: O'MARA & ORMSBEE, INC. 
for our test market booklet. New York, Chicago, Detroit, San Francisco, Los Angeles 


astonishing popu 
of 28.10% in seven years. 
Plans call for a city of twice 
World War Il population . - - 
a goal we've almost reached. 


i wth, prosperity + + + 
iat DISPATCH market studies 


Resort Representatives: McASKILL, HERMAN & DALEY, INC., Miami Beach 


Balderston Retires from Philco |  ¢ 
} } 


Advertising Age, January 13, 1958 


SALESWOMAN—Perched atop the clip 

of 12’ replica of Fisher Pen Co.’s 

new ink pencil is pretty Joyce Cole 

—‘Miss Pen Up”-—who will pro- 

mote the pen in key cities across 
the U.S. 


Kemper Agency 
Gets New Fisher 
Pen; Sets Push 


CuicaGo, Jan. 8—Don Kemper 
Co.’s office here has been appoint- 
ed to handle advertising for Fisher 
Pen Co. J. H. Kennedy Advertising 
is the previous agency. 

Fisher is introducing a new ink 
pencil, currently being promoted 
by Miss Pen Up, otherwise known 
as Joyce Cole, who will visit key 
cities from coast to coast. 

Media plans for 1958 have not as 
yet been set, Robert Hilton, agency 
vp says, but a new campaign is 
scheduled to start in March. The 
account will probably bill about 
$125,000 in 1958. 

Current advertising is “stop- 
gap,” Mr. Hilton says, while the 
agency works on plans for the new 
promotion, + 


Merrick Joins Grant Art Staff 


Calvin Merrick has been named 
art director for the Chicago office 
of Grant Advertising. He will work 
with Loren C. Moore, vp and art 
director for the entire Grant or- 
ganization. Previously, Mr. Mer- 
rick was with Leo Burnett Co., 
where he supervised the work of © 
six art directors working on 11 dif- 
ferent accounts. 


Brody Opens Own Agency 

David L. Brody, formerly with 
Karzen-Brody Associates, has 
formed David L. Brody & Associ- 
ates Inc., an advertising production 
organization, with offices at 415 N. 
Dearborn St., Chicago. Karzen & 
Associates will continue under the 
new name at 230 E. Ohio St., Chi- 
cago. 


Ichabod 
does 


it! 
See page 74 
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THE HOUSTON CHRONICLE... 


HAS THE LARGEST 
CITY HOME DELIVERED 


inl, inf | = 


“aed 


i) 


are 


and in Houston 


the CHRONICLE has... 
16,206 


MORE THAN THE POST 


62,999 


MORE THAN THE PRESS 


AND on Sundays the Houston Chronicle has 
the LARGEST CITY ZONE CIRCULATION in Texas 
... with 28,041* MORE THAN HOUSTON’S 


OTHER SUNDAY NEWSPAPER! 


THE HOUSTON CHRONICLE 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mgr. 
THE BRANHAM COMPANY — National Representatives 


‘Based on a comparison of 
Publishers’ Statements to 
the ABC for period ending 
Sept. 30, 1957. 
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wie. 


eee 
ts In selling stationery and office equipment ° 


The DEALER (and his salesmen) DETERMINES THE BRAND 


As the recognized authority en office supplies 

and equipment in his community, the dealer is the 
basic influence on brand selection. The dealer — and 
his salesmen — are the people you must sell 

to move your merchandise at the retail level! 


OFFICE APPLIANCES IS THE MAGAZINE THAT SELLS HIM BEST! 


Write teday fer yeur own OA Sales 
Planning Handbook, the first autheritative, 
census-based study of the office equip- 
ment industry ever meade. Available from 
ony OA office for $5. 


Orrice APPLIANCES 
o 600 W. JACKSON BLVD., CHICAGO 6, ILL. 


NEW YORK LOS ANGELE’ SAN FRANCIKCO 


Ad Coordination Could Make Europe's 


Advertising Age, January 13, 1958 


Common Market Bigger Than U.S.: Blondel 


Paris, Jan. 7—Total advertising 
expenditures in the six Com- 
mon Market countries of Europe 
(France, Germany, Italy, Belgium, 
Netherlands and Luxembourg) 
currently run about 330 billion 
francs ($950,000,000), less than the 
yearly volume in Great Britain 
alone. 

This was pointed out recently by 
Charles Blondel, chairman of So- 
dico, in a talk given at a French 
advertising meeting. Sodico is 
the McCann-Erickson agency in 
France. 

M. Blondel pointed out that if 
the Common Market countries 
could reach an ad volume propor- 
tional—on the basis of population 
—to that of Britain, total annual 
expenditures would then be in the 
lofty neighborhood of 1,700 or 1,800 
billion francs, with France’s share 
coming to nearly 400 billion francs 


NEW YORK: 17 East 48th Street, New York 17, New York — 
_ CHICAGO: 360 N. Michigan Avenue, Rm. 1104, Chicago, Illi 
DETROIT: Room 524—Book Building, Detroit 26, Michigan 


—about four times the present fig- 
ure. 


s M. Blondel conceded, however, 
that this goal is, if not Utopian, at 
least a very distant prospect. He 
said that before it could be 
reached, there would have to be a 
number of changes in the structure 
and practice of advertising in the 
various nations. 

He cited the question of recipro- 
cal recognition of agency status be- 
tween one country and another 
and the standardization of relations 
among advertisers, agencies and 
media, especially from the legal 
and contractual standpoints. 

Now is the time, M. Blondel 
stressed, to attack these and sim- 
ilar problems if advertising is to 
play a vital role in the Common 
Market economy. He suggested an 
international get-together of ad- 
men from all of the Common Mar- 
ket countries to compare points of 
view and to work out bases of 
agreement. 


s M. Blondel spoke shortly before 
the first stage of the Common 
Market plan went into operation 
Jan. 1. The plan, which has been 
approved by all of the countries in- 
volved, calls for the eventual abo- 
lition of all trade barriers in the 
development of a six-nation mar- 
ket that will be larger than that of 
the U.S. + 


‘Gadsden Times’ Names 
Aderholt; Sedam Leaves 

Frank Aderholt Jr. has been pro- 
moted to classified manager of the 
Gadsden (Ala.) Times. He has 
been on the retail advertising staff 
for 11 years. 

Glenn J. Sedam, business man- 
ager of the Times, has left to be- 
come a vp of Southern Newspa- 
pers Inc. 


Beaumont Named B&B VP 
George Beaumont has _ been 
|elected a vp of Benton & Bowles. 
'Mr. Beaumont, who joined the 
agency in 1952, is currently on loan 
to Lambe & Robinson, London, 
where he is account supervisor on 
Procter & Gamble’s British sub- 
sidiary, Thomas Hedley & Co. 
Benton & Bowles recently formed 
an associate relationship with 
Lambe & Robinson. 


CBS Radio Sells Candettes 

Charles Pfizer & Co., Brooklyn, 
has bought eight weekly 742-min- 
ute units of daytime dramas and 
four weekly five-minute “impact” 
segments on CBS Radio for 12 
weeks. Featured product is Can- 
dettes throat lozenges; this is the 
product’s first use of network ra- 
dio. Dowd, Redfield & Johnstone 
is the agency. 


Mallon Succeeds Weiller 


Charles G. Mallon Jr., former 
|printing production planner for 
Darby Printing Co., Washington, 


|has been named production man- 
ager of the advertising promotion 
department of U. S. News & World 
Report, Washington. Mr. Mallon 
succeeds Herbert A. Weiller, who 
has retired and will live in Sara- 
sota, Fla. 


Guinevere 
does 


it! 
See page 74 
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eastern flies high with chicago american families 


Chicago American families get around ... and to get their share of 
these travel dollars, Eastern Airlines, through Fletcher D. Richards, 
advertises regularly in The Chicago American. Eastern is the foremost 
user of newspaper advertising among transportation companies. In 
choosing The American, they’re confident of reaching responsive, fast- 
moving families. 
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oscar mayer rings up “meaty” sales in the american 


The quality line of Oscar Mayer packaged meats is a favorite among 
Chicago area families. To sharpen appetites and strengthen sales, 
Oscar Mayer, through Wherry, Baker & Tilden, is a regular Chicago 
American advertiser. Their upcoming color ad in Pictorial Living 
Sunday magazine of February 2 is another example of how Oscar 


meister brav brews up sales in the american 


“Throughout the years The Chicago American has played an impor- 
tant role in the advertising strategy that has made Meister Brau the 
leading Chicago beer,”’ says Edward Robert Brooks, Adv. Dir., Peter 
Hand Brewery. In addition, they also find “the merchandising and 
marketing support provided by The American a strong aid in increas- 
ing the effectiveness of our advertising.”’ As Peter Hand and their 
agency, Batten, Barton, Durstine & Osborn, know, advertising in The 
American is essential in building and maintaining top sales volume in 
the big, competitive Chicago market. 
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admiral tunes in sales with the chicago american 


To assure sales penetration of the Chicago market for their TV sets 
and other appliances, Admiral, through Henri, Hurst & McDonald, 
consistently advertises in The Chicago American. Because The 
American’s half-a-million plus families live throughout Chicago and 
suburbs, Admiral benefits with broad coverage of this big and bustling 
mass market. For a bright, sharp Chicago sales picture—The Ameri- 


Mayer is building big volume among Chicago American readers. can is a must on any advertising schedule. 
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in chicago, the american is the newspaper 
that’s going places ... and these are some 
of the advertisers going with us 


More and more advertisers are turning 

to The American to help sell their 

products in today’s competitive market- 

place. The more than 500,000 families 

who read The American every day 

form a tremendous sales potential 

that can be economically tapped with 
consistent advertising in The American. 

Are your products going places in Chicago, too? 


The Chicago American has, by far, the largest evening 
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Kkeport at Year's 
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195 : jaak a dynamic year for television. There are 


now three and a half million more television homes than last 


year. More people are spending more time watching television 
than a year ago. And the three networks’ share of audience 


has increased over 1956, while the independent stations’ declined. 


1957 also saw an unprecedented shift of audience among networks, with 
NBC emerging as the Number One network daytime and advancing 
into a virtual stand-off for the Number One nighttime position. 


During the day NBC leads the second network by 6%. This is 
an audience increase of 30% over last year for NBC while the 


second network has declined 11%. 


At night NBC’s average audience has jumped 10% in twelve 
months while the other network’s has dropped 10%. 
In terms of nighttime half-hour wins NBC and its major 


competition are now tied with 21 apiece. 


In the completely reprogrammed 7:30-8:00 PM (NYT) 
Monday-Friday strip, NBC’s audience is 71% greater than a year ago. 


These gains are naturally reflected in NBC’s business 
ledger. Sponsored time and gross network billings are the 
highest ever recorded by the network. 


While advancing in audience and sales, NBC also won more awards 
for distinguished programs than any other network. During 1957 

it gave America its most talked about productions—television classics 
like Green Pastures, Pinocchio, the General Motors Fiftieth 
Anniversary Show and Mary Martin's Annie Get Your Gun. NBC 
also offered the nation’s educational television stations their 


first live network programming. 


By all yardsticks of leadership, 1957 was a year of substantial 


progress for the NB C 
Television Networ E 


Source: Nielsen Television Index. 
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make a memo on the market with a 


Peoria, Illinois is the cen- 
ter of a 13-county market 


¥ 
ILLION BUYING of over half a million 
consumers with more than $1,128,500,000 
in spendable income. The newspaper in this 
market is the Peoria Journal Star with 
100,000-plus circulation. Journal-Star circu- 


lation-to-homes ratio is 94.2% in Metropolitan 
Peoria — Illinois’ biggest and richest, 
except for Chicago. 


. 
affiliated with WTVH 
Ward-Griffith Co., National Reps. 


Peoria Journal Star 


Agency Influence 
Expands in Peruvian 
Ad Field, ]WT Finds 


Lima, Jan. 7—Advertising in Pe- 
ru is now running around $7,000,- 
000 annually, with advertising 
agencies placing between 40% and 
50% of this business. 

In another five years, however, 
ad volume is expected to reach 


$10,000,000, of which agencies will 
| be placing some 60%. 

This appraisal of the Peruvian ad 
situation comes from J. Walter 
|Thompson Co., which opened an 
office here last year. McCann- 
Erickson and Grant Advertising 
have had offices here for a number 
,of years, with McCann’s shop be- 
lieved to be the largest in the coun- 
try. 

Thompson, which now employs 
38 persons in Lima, said it decided 
to move into Peru with a fully 
staffed office because “advertising 
in Peru has taken a radical change 
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EX 


THE FORT WORTH STAR-TELEGRAM 


254,602 227,662 
(M&E Combined) Sunday 


ABC Audit Report — March 31, 1957 


EXTRA INFLUENCE 


Not only is the Star-Telegram a metropolitan newspaper 
but spreads its influence to the far corners of West Texas. 
100 counties fall under this influence. 


EXTRA COVERAGE 


Coverage clearly establishes the Fort Worth Star-Telegram 
Texas’ greatest metropolitan newspaper. Not only does the 
Star-Telegram cover virtually everyone in the metropolitan 
area, but achieves better than 20% family coverage in 44 
counties—combined daily; 52 on Sunday .. . a far greater 
number than any other Texas newspaper. 


EXTRA GROWTH 


Since 1947, Metropolitan Fort Worth has grown more than 
two-and-one-half times as fast as Texas .. . a 78.9% in- 
crease in population, or enough people to make up another 
city the size of El Paso. In the same period, Fort Worth 
retail sales have more than doubled. 


EXTRA BIG DOLLARS TO SPEND 
The “extra-big” 100-county Star-Telegram market accounts 
for 24.6% of Texas population ... but .. . these 2 million 
account for more than their share—26.5% of the state's in- 
come—and 26.1% of total retail sales. 


Source of information: SRDS Consumer Markets 


without the use of schemes, premiums or contests 
“Just a good newspaper” 


LARGEST COMBINED DAILY CIRCULATION IN TEXAS 


NEW—This carrier being introduced 

by P. Ballantine & Sons displays 

a foaming glass of beer in “living 

color” against a background of 

“Ballantine Blue.” William Esty 
Co. is the agency. 


in the last five years.” 


= Previously, the agency points 
out, most advertising was handled 
“strictly by employes and execu- 
tives of the companies in their 
spare time and handed out to the 
media with the idea of charity or to 
keep good relations.” 

This has been changed during 
the past five years, Thompson 
says, by “an awareness of the in- 
creasingly competitive situation; 
the new growing market, which 
had to be educated, and the arrival 
of international advertisers, who 
were inclined to place their adver- 
tising where it did the most good in 
sales rather than to keep ‘in’ with 
certain individuals or to favor 
friends.” 

Thompson reported that during 
its first eight months of operation 
in Peru it placed 34% of its billing 
in newspapers and magazines and 
33% in radio. 


= The first showing in South 
America of the National Retail 
Dry Goods Assn.-Newspaper Ad- 
vertising Executives Assn. film, 
“How to Prepare Better Newspaper 
Advertising,” was given here re- 
cently under the auspices of La 
Prensa, Peru’s leading morning 
daily. 

Some 100 persons from adver- 
tisers and agencies attended 
the presentation. The film was 
brought to Peru by Ben Frank, 
president of Dundes & Frank, New 
York, who was on an assignment 
as advertising consultant to the 
publisher of La Prensa. + 


Schalk Joins Gray & Rogers 

Robert C. Schalk has joined 
Gray & Rogers, Philadelphia, as a 
copywriter. He formerly was crea- 
tive director of Caldwell-Larkin & 
Sidener-Van Riper, Indianapolis 
agency. 


Chappell to Campbell-Mithun 

Michael A. Chappell has joined 
Campbell-Mithun, Minneapolis, as 
a copywriter. He formerly was with 
Erwin Wasey, Ruthrauff & Ryan, 
Los Angeles. 


Caiman 


The Scissors ond Paste Pot ort service that dores 
to be different. Ideas, alone, in each issue ore 
worth many times the small monthly cost. Big 
concerns you know like Prudential, U.S. Steel, 
Prentice Hall have subscribed repeatedly for 
many yeors. 


to cover cost 
of packing and mailing 
will bring youo ..... 


Single issues sel! for$20.00. The sample, yours 
to use, con make you hundreds of extra dollars 
if you use but o single ideo. Besides the somple, 
you will receive an unusually oftractive intro- 
ductory offer. No obligation. No salesman. 
Attach one dollar to letterhead and mai! today 
to Multi-Ad Services, inc ., 122 Walnut Street, 


Peoria, Illinois. 
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To get the “Big Bulk” in Boston, 
FIRST... reach into the “Money Belt” 
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What do You sell to Boston? 


Food? In the 35 communities which are ple are accumulating possessions and forming 
growing the fastest, attested by rank in increase brand loyalties — the HERALD-TRAVELER 


of school enrollment, the HERALD- leads in all but 4. 
TRAVELER leads the second paper in 29. . id 
Automotive? In the 20 communities 


Household Goods? in the top 24 com- where there are 350 or more registered passen- 
munities ranked by percentage of dwelling — ger cars per 1000 population, the HERALD- 
units built since 1940—towns where young peo- TRAVELER leads in all. 


Sources: A.B.C. Audit 3-31-57, MEDIA RECORDS, SALES MANAGEMENT, Mass. State Department of Commerce. 


IT’S A WHALE OF A MARKET- and the Herald-Traveler 
is Boston’s Basic Buy 
One Contract Delivers the “Big Bulk” in Boston 


The Boston Herald-Traveler 


Represented nationally by GEORGE A. McDEVITT CO., INC. New York + Chicago « Philadelphia + Detroit « Los Angeles 
Special travel and resort representative HAL WINTERS COMPANY, 7136 Abbott Avenue, Migmi Beach, Floridg 
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4 4 took t acti t d thi 1! 
Home Furnishings Market Startles | si. °ts:\ scpoinment or pany 
L 


Buyers, Producers 


(Continued from Page 1) | 
be the area of greatest prosperity | 


|Lesley Co., Chicago, public rela- 

s - tiene organization, to conduct a 

by Its Liveliness | Program of research on what the| 
|industry needs from the standpoint 

of promotion. 


from underneath one of the indus- 
try’s oldest traditions—as well as|s The Furniture Development 


in 1957 major appliance selling— |one of its best sales arguments, he |Committee, formed last November 


RCA Victor reported its 1957 sales 
were a record $300,000,000. Louis | 
J. Collins, general sales manager 
of the RCA Victor radio-victrola 
division, predicts 1958 hi-fi sales 
should easily top $400,000,000. 

Judson S. Sayre, president of the | 
Norge division of Borg-Warner | 
Corp., predicted Norge sales in 1958 | 
would be about $100,000,000, which 
would make it the fourth best year | 
in the company’s history. 

F. D. Ogilby, merchandising vp | 
of Philco Corp., reported that Phil- | 
co expects a good year in 1958, 
particularly on the net profit sheet. 
Like many others, Mr. Ogilby has 
doubts about the first half of the | 


year but expects a favorable shift, 


about the middle of the year. 

To most manufacturers, particu- 
larly in the major appliance field, 
the prospects for 1958 are not quite 
so reassuring. There is a general 
feeling throughout the appliance 
industry that the day of price mer- 
chandising is fast drawing to a 
close and prospects for profit are 
good—if sales can be kept up 


® Most of the top major appliance 
manufacturers say they have no 
plans to alter their ad spending or 
media arrangements from their 
1957 patterns. The furniture man- 
ufacturers, most of them tradi- 
tionally small advertisers, expect 
to continue their gradual adver- 
tising budget expansion. 

There has, however, been a con- 
siderable amount of talk at this 
market about using obsolescence 
as a merchandising device for fur- 
niture, much as auto makers do— 
and appliance makers are trying, 
with uncertain results thus far. 

Grant G. Simmons Jr., president 
of Simmons Co., bedding manu- 
facturer, told a press conference 
yesterday that rather than any 
elaborate obsolescence scheme, 
the furniture industry really needs 
simply to educate the public about 
taste in home furnishings. This in 
itself, he said, would give tremen- 
dous impetus to furniture sales. 


® More negative about the whole 
idea of obsolescence was H. C. 
Philpott, president of United Fur- 
niture Corp., Lexington, N.C., who 
pointed out that not only his com- 
pany but many other furniture 
makers have for years proudly ad- 
vertised their wares for their dur- 
ability. 

To do an about face on this facet 
of furniture marketing, which has 
been basic to the industry for many 
years, would cut the ground out 
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Boston 16, Mass 


VERMONT ALLIED DAILIES 


said. | (AA, Dec. 2), is chief sponsor of | 
Wilbur VanSant, president of the proposed national publicity, | 
VanSant, Dugdale & Co., Balti- | promotion and public relations pro- 
more, told members of the Na-| gram. The group, composed of a 
tional Wholesale Furniture Assn.|20-member executive committee 
Monday that the missing ingre- | and a 13-member advisory board— 
dient in the furniture industry is| representing all segments of the 
industry-wide advertising to sell |industry—has set a $50,000 budget 
the idea of obsolescence. {for the initial research program. | 
The furniture industry has an/| Target date for the results of the 
entirely different problem than do|Lesly study is next June. 
other industries which have held The furniture industry, which 
successful industry-wide ad cam-jindustry sources estimate does | 
paigns, he said. about $4.5 billion annually in re- 
tail sales (excluding carpeting, | 


PR Drive pe es eer ee aoe WATER GLASS TEST—Lawton Crosby, exec vp of Morley Furniture 


Crosby 


based on figures of the National Corp., shows Dolores Savin, Morely secretary, her new photo which 
The furniture industry, long|Assn. of Furniture Manufacturers) Mtl! be used by salesmen to illustrate the “water glass” test dem- 
talking about the need for an|through October. This leaves the onstrating Morley’s Flota-Steel construction. Ernest Becher, Morley 
industry~wide promotion program,| industry slightly below the top vp and general manager af S. A. Cook & Co., looks on. 


The dynamic Twin Cities of the South, Tampa-St. Petersburg are the center of a prosperous INTERURBIA of 
contiguous cities and communities that soon will extend from Sarasota to Jacksonville! Dominate the 34th retail 


market* with consistently top rated WTVT! * Sales Management's Survey of Buying Power, May 1957 


The WKY Television System, Inc. WKY-TV and WKY Oklahoma City »* WSFA-TV Montgomery 
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year of 1956. 

In the bedding field, industry 
sources estimate the industry is 
somewhere between 6% and 10% 
down from 1956, and some hopeful 
predictions in the industry esti- 
mate the industry will gain 2% of 
this loss back in 1958. 

Carpet industry sources say 1957 
was off slightly from the 1956 peak 
output, and 1958 will at least equal 
1957. 

Last year, the carpet industry 
produced about 112,000,000 sq. yds. 
of soft floor coverings, amounting 
to $570,000,000, F. I. Monahan, vp- 
sales, Mohawk Carpet Mills, divi- 
sion of Mohasco Industries, told a 
market press conference. 


gas range field is Sunray Stove) 


Co.’s Touch of Tomorrow rarge, 
,which Sunray calls the first push- 
button controlled gas range on the | 


Appliances 


e Norge has marketed a refriger- | 
ator with three drawers that swing | 
completely out of the unit. This is | 


offered as a convenience advance | 


market. An additional feature— e Philco Corp. this year will mar- |over similar drawers that rotate | 
and one that is bringing Sunray a| ket a new line of low-cost air con- | within the refrigerator. | 


wealth of publicity—is a pocket-|ditioners under 
size transmitter that controls the | 


range at a distance of 50 ft. 

Touch of Tomorrow ranges will 
be on the market April 1, retailing 
\for $299 without the transmitter 
and $349 with it. Advertising to 
|consumers will begin about March 
| 15. 


\# Another attention-getter, also 
not on the market yet, is Westing- 


the 


name. Features and styling will 


Transitone | 


be Swimming Pool 


e International 


different from Philco’s main line of |C°TP-, Maker of Esther Williams 


air conditioners. 


Marketing date 
will be in mid-February, but the | 


swimming pools, plans a major 
print campaign in April and May. 


‘price range and ad plans haven't |The consumer magazine schedule 


firmed up yet. 


le Easy laundry appliance division 
|of Murray Corp. of America Jan. 1 
15-week 25-words-or- | 
less contest for consumers. 


started a 


|includes Better Homes & Gardens, 
|Good Housekeeping, Life, News- 
week, Parents’ Magazine, Sports 
| Illustrated, Sunset, The Saturday 
Evening Post and U.S. News &| 
First World Report. The trade magazine | 
\list includes American Builder, 


| Mass., exhibited for the first time 
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Furniture 


The plastics division of Mon- 
santo Chemical Co., Springfield, 


at a home furnishings market, 
showing a one-piece furniture ss 
drawer molded of styrene. This ‘al 
type of drawer, to date molded by 
three companies, Prolon plastics 
division, Pro-Phy-LacTic Brush 
Co., Amos Molded Plastics and 
Reiss Mfg. Co., is being used in 
several items by five furniture 
manufacturers. Monsanto, which 
supplies the raw styrene to the 
molders, launched a direct mail 


‘house’s electronic surface cooking | Prize will be the winner's “weight | American Druggist (a follow-up of 
‘unit, essentially an electronic|in gold” (based on 14k gold ati}. pepsodent pool promotion), 
‘cooker that operates the same way | $297.74 per avoirdupois pound). 


New Products 


The merchandise displayed at | nel that is lowered over the food to|\combination washer and drier|Chicago Tribune, The New York 


‘ : Building Products, Practical Build-| 
‘an electronic range does except|Second prize is a 1958 Chrysler) 6, and Supermarket News. News- 


‘that it resembles an inverted fun-| Imperial; ten third prizes are Easy | ,aners on the schedule include the | 


the market, particularly the major | units. 
appliances, reflects the belief 
among manufacturers that new 
products are their best promotional 
bet. 

An outstanding new item in the 


‘be cooked. It requires no wall 
space but would take about 4 sq. 
ft. of floor space. 


| Times and The Wall Street Jour- 


| Announcement of the contest is| nal. The pools will also be adver- 


to be on the CBS-TV coverage Jan. 


\tised on NBC-TV’s “Home” April 


Also noted here and there at the/12 of the Bing Crosby ringed May 14 and May 24. Wilson, 


market by ApVERTISING AGE report-| golf tournament. Earle Ludgin & 
Co., Chicago, is Easy’s agency. 


ers: 


Haight, Welch & Grover, 
| York, is the agency. 


New 


TAMPA — ST. PETERSBURG 


Latest Pulse 
proves: 

23 of 25 
top shows 
are on 


NOW [0th IN 
RETAIL SALES PER CAPITA 


(U. S. Department of Commerce) 


promotion to manufacturers and 
retailers of “lucky keys” to fit in a 
lock of the top drawer in the mart 
| exhibit. 


e Wood Conversion Co., St. Paul, 
through its agency, Buchen Co., 
Chicago, made a survey to find 
what homemakers want in living 
room furniture. The survey, taken 
for Wood Conversion’s Tufflex, in- 
terpreted answers of about 2,600 
women across the country. Results, 
made public at the market, will be 
used by Wood Conversion in meet- 
ings with department stores to as- 
sist furniture buyers in making fu- 
ture selections. 


e Minnesota Mining & Mfg. Co. is 
promoting its new Scotchgard, a 
stain repeller to be used in furni- 
ture upholstery and other fabrics. 
The company has a demonstration 
_at the Kroehler Furniture Mfg. Co. 
|market exhibit. 


Carpeting 


Wunda Weve Carpet Co. has in- 

| augurated a plan to rent carpeting 
|to business and commercial enter- 
prises. The plan, termed extremely 
successful by Frank B. Ellis, vp 
and sales director, guarantees the 
lessee a carpet that will wear sat- 
isfactorily for a minimum of three 
| years. 


e American Viscose Corp. has de- 
veloped a new rayon fiber, Avi- 
cron, which the company says, 
“has a memory for texture” and 
provides variety in surface effects 
|in carpeting. Among the carpeting 
| manufacturers using Avicron are 
Cabin Craft, Aldon Rug Mills and 
Artloom Carpet Co. + 


FREE 
OFFER! 


WRITE TODAY 
Free BOLD Daylight Fluorescent 
Screen Process Color information Kit 


le “Color Card” Brochure: Contains perforated 
fluorescent swatches ... technical data... 
samples of different methods of using fluor- 
escent colors for maximum P-0-P impact. 

|e Design Article: Expert advice on art and copy 

| techniques. « Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 
Consult your silk screen printer .. . Specity BOLD 

“For all your bright ideas.” 


F 
Lowter i chentecs, Inc. 


3550 Towhy Ave. * Chicago 45, Ill. 
Nework,N.J.* Son Leandro, Cal 
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Appoints Dr. Robert French 


Dr. Robert L. French, formerly 
technical director of the operator 
laboratory of the Air Force Per- 
sonnel and Training Research Cen- 
ter, has joined the staff of the mar- 
keting and social research division 
of Psychological Corp., New York. 


HOOPER 
Nov.-Dec., 1957 
8 AM-10PM 


432 
Share 


PULSE 
Nov., 1957 
8 AM -6 PM 
TRENDEX 


Dec., 1957 
8 AM-6PM 


23.0 
Share 


40.8 
Share 


AVERY -KNODEL 


REP 


EL PASO 


Defense and military payrolls in the 
El Paso territory are in excess of 


$137,000,000 
Annually 
Reach this market through the columns 
of El Paso's two separate newspapers. 


The €1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNINO AND SUNDAY 


El] Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
EVENING 


TWO Separate Newspapers...33c Line BUYS BOTH! 


George Sutton, 70, 
Adman, Ivory Trader, 
Car, Boat Vet, Dies 


New York, Jan. 7—George M. 
Sutton Jr., 70, president of the Sut- 
ton News Service, former publicity 


manager of Young & Rubicam, and 
internationally recognized authori- 
ty on motor boat racing, died Jan. 
1 at Medical Arts Center Hospital 
after a brief illness. 

Born in South Bethlehem, Pa., he 
|was graduated from Centenary 
Collegiate Institute, Hackettstown, 
N.J., and then spent two years in 
Zanzibar, East Africa, in the ivory 
|and clove trade. During World War 
II, he published a text on the 
Swahili language and was a con- 
sultant at the Berlitz School of 
Languages. 

Returning from Africa, Mr. Sut- 
ton was with the United Press here 
for two years and then became edi- 
itor of Motorists Magazine. During 
World War I he served in the Army 
in France. Following the war he 


went into free lance writing and, 
at one time, was automotive editor 
of 21 American magazines simul- 
taneously. 


# Mr. Sutton went into public re- 
lations work in 1927 and became 
manager of the publicity depart- 
ment of Young & Rubicam. He re- 
signed in 1932 to organize the Sut- 
ton News Service, and since then 
he handled the public relations of 
many national businesses. 

He served three times as presi- 
dent of the American Power Boat 
Assn., of which he was an honor- 
ary life commodore. He was also 
a vp of the Union of International 
Motorboating, honorary life presi- 
dent of the Marine Trades Assn. 
and a charter member of the Ad- 
venturers Club and of Automobile 
Old Timers Inc. + 


FRANK A. WHITELEY 

SAN FRANCISCO, Jan. 7—Frank A. 
Whiteley, 47, public relations di- 
rector for the California Wine In- 
stitute, died Dec. 31 of a heart at- 


the supply...” 


“You seem to think that the wants 


. of mankind are always ready for 


Thus in 1817 wrote Robert Malthus’, first of the 
great Cambridge economists, to David Ricardo. 


tt... while I am most decidedly of opinion that few things 
are more difficult than to inspire new tastes and wants, 


to hold down 


Americans can and should—say economists 
today —be living 50% better within 10 years. 
Will the fact that people do not immediately 
raise their standard of living as they move up 
the income ladder defeat this aim? 


There is no question of our production capac- 
ity being able to reach this goal. But, consump- 
tion is not keeping up with our ability to produce. 
Why? 
In the past six years over 12 million families 
moved into income brackets above $4,000. 
They have a rising ability to buy. 

Why don’t they buy in proportion to their ability? 
The answer lies in the HasBir Lac .. . the 
pause that follows a move up the income scale. 


*Robert Malthus probably is best remembered for his 
Essay on Population. David Ricardo was Malthus’ friend 
and the other great economic thinker of his day. The late 
Lord Keynes once observed that the world listened to 
Ricardo instead of Malthus and sent the trend of economic 
thought along the wrong bypaths for one hundred years. 


particularly out of old materials; that one of the great ele- 
ments of demand is the value that people set upon com- 
modities, and that the more completely the supply is suited 
to the demand the higher will this value be, and the more 
days labour [higher price: ed.| will it exchange for, or give 
the power of commanding.?? 


our economy? 


How long will the “Habit Lag” be allowed 


As Malthus, the great Cambridge economist, 
argued —people do not buy more and better 
products automatically. They are slow to 


learn to live better. 


Will American business be slow to learn this fact? 


In time, your customers will learn to live better. 


But, on their own, they will not learn fast enough to 
keep up with your genius for increased production. 


Yet—it is possible to cut down this Habit Lag. 


And that is the marketing job in the next 10 years! 
Fail—and we must apply brakes to our expanding 
economy. No American wants that. 


To cut down the Hasrr LaG we must expand our 
marketing efforts—from product design to consumer 
education—with the same vigor and imagination 
with which we are expanding our production. One 
can not go up without the other. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, 
Los Angeles, Hollywood, Washington, D. C., Miami, 
and principal international markets 
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tack at his home in Millbrae. 

Mr. Whiteley was also assistant 
general manager of the Wine In- 
stitute, which he joined in 1937, 
after working on newspapers in 
Arizona, with the Associated Press 
and with the McClatchy News Bu- 
reau, in San Francisco. 

A native of Warren, Ariz., Mr. 
Whiteley was graduated from 
Stanford University, where he was 
editor of the Stanford Daily, and 
received a master of science de- 
gree from Columbia University. 
He was immediate past president 
of the Northern California profes- 
sional chapter of Sigma Delta Chi 
and a member of the San Francisco 
Ad Club. 


WILLIAM R. BROWN 


Newark, N. J., Jan. 7—William 
R. Brown, 81, assistant advertising 
manager of the Varityper Corp., 
died Jan. 2 at his home in Eliza- 
beth, N.J., after a brief illness. 

Born in Bridgeburg, Ont., Mr. 
Brown attended school in Canada 
and came to the U.S. in 1892. Short- 
ly afterward he joined the Sun 
Strand Adding Machine Co. on the 
Pacific Coast and was made Pacific 
Coast manager a few years later. 
Subsequently, he joined Monroe 
Calculating Co., also as Pacific 
Coast manager. In 1935 he joined 
Varityper here as sales manager 
and also handled the company’s 
advertising. In 1940 he was named 
advertising manager, and in 1955 
he partially retired and was given 
the title of assistant advertising 
manager. 


ALEC V. KIRWAN 

LONDON, Jan. 7—Alec Vivian 
Kirwan, 60, a founder and director 
of Downtons Ltd. and Pulfords 
Publicity Ltd., died Dec. 29 at 
Worthing, England. He had been 
in the advertising business all of 
his life and succeeded to his fa- 
ther’s advertising business after 
World War I. In 1938 he became 
a director of Theater Publicity Ltd. 
Later he formed his own agency, 
A. V. Kirwan Ltd., which was 
later merged with Downtons. He 
was a member of the Advertising 
Assn. and the Publicity Club of 
London. 


SUMPTER GILLESPIE 
GREENWOOD, Muiss., Jan. 7— 
Sumpter Gillespie, 71, owner and 
publisher of the Greenwood Com- 
monwealth since 1919, died Jan. 4 
at his home after a long illness. 
Born here, Mr. Gillespie attend- 
ed Mississippi State College and 
|had been in the newspaper busi- 
ness most of his career. He was 
a past president of the Mississippi 
Press Assn., and was a director 
of Southern Newspaper Publishers 
Assn. He recently was named 
chairman of the latter’s business 
committee for Mississippi. 


Grant Joins Doyle, Kitchen 
David Grant, formerly manager 
of product advertising and pub- 
licity of Okonite Co., has joined 
Doyle, Kitchen & McCormick, New 
York, as an account executive. 


Dawson Adds Magazine 
Dawson Co., Miami, publishers’ 
representative, has been named to 
represent House & Garden and its 
supplementary publications in 


|Florida and the Caribbean area. 
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Bristol-Myers Buys 
Remaining Segment 


of ‘Perry Mason’ 


New York, Jan. 7—CBS Televi- 
sion has sold the last available 
“Perry Mason” segment—an alter- 
nate half hour of the hour mystery 
—to Bristol-Myers, through Young 
& Rubicam. The time will be 
shared by Bufferin and Vitalis. 

The same network has picked up 
one cigaret company to take over 
where another left off. As soon as| 
Reynolds (William Esty Co.) pulled lCo 
out “Harbourmaster” and took it 
to ABC, P. Lorillard Co. (Lennen 
& Newell) moved “Richard Dia- 
mond” into the Thursday 8 p.m., 
EST, spot. This detective series was 
seen last as a summer replacement. 

Reynolds, in turn, assumed ev- 
ery-week sponsor responsibility for 
“Mr. Adams & Eve” on CBS when 
Colgate left this show as of Dec. 
27. 

Hamm's beer and Amoco gas had 
requested an early exit date on 
their alternate-week contract for 
“Person to Person”; it was denied. 
So these two sponsors are sched- 
uled to stay with the show until 
their contracts expire March 21. 

At that time the Florists Tele- 
graph Delivery Assn., in its “first | 
regular sponsorship of a network | 
tv series,’ becomes alternate- week | 
advertiser on the program. Grant | 
Advertising handles the florist | 
group. Time Inc. will continue to | 
present Ed Murrow’s interview | 
sessions every other week. 


@ The new year already has pro-| 
duced one change in the CBS-TV | 
daytime lineup. Out with the old | 
year went the long-running agony | 
series, “Strike It Rich.” aad 
nighttime version departed some | 
time ago.) Into the 11:30 to 12 
noon, EST, Monday-through-Fri- | 
day time for Colgate came a new 
quiz series, “Dotto.” In this tele- | 
cast Jack Narz gives studio con- 
testants a chance to make some 
money by playing a game called 
“Dotto.” 

Another daytime revision late | 
last year saw Columbia give up on| 
network competition between 7 
and 8 a.m., EST. The network de- 
cided to leave this field completely 
to NBC and “Today”—at least for 
the time being. The ironical, and 
most unusual, note here was the 


Sets Up Institutional 
Food Sales Service 


sales activities of Richmond-Chase 


man & Associates, 5875 N. Lincoln 


Arthur A. Frooman, formerly vp 
in charge of sales and advertising 
for Silver Skillet Brands, and be- 
fore that director of institutional 


Co., has organized Arthur A. Froo- 


Ave., Chicago 45, to provide a na- 
tionwide institutional sales service 
for packers and food processors, 
Organizations with which he is 
working at present include United 


Packers, Chicago; M&C Foods, 
‘hicago; Davis-Cleaver Produce 
Co., Quincy, IIL; and Bernard Food 


Sadasinten Chicago. 


Brennecke Is Named 

Robert Brennecke, formerly 
eastern advertising manager of 
Glamour, has been named adver- 
tising manager of Vogue Pattern 
Book and Vogue Knitting Book, 
both New York. Previously, adver- 
tising for both books was handled 
by the Vogue ad department. 


Sf sy more Han 82,000 LINES 


IN THE ELIZABETH-NEWARK AREA 
New Jersey's Most Concentrated Markets 
RETAIL DAILY GROCERY LINAGE 


Ist Nine Months 


ELIZABETH DAILY JOURNAL 1,214,000 of 1957 
NEWARK NEWS 1,131,000} sources: 
NEWARK LEDGER 458,000} ‘sdic Kecorts 


Advertising Linage Service 


Elizabeth h Bally, J ournial 


HOO ITION 
cao 


Our 4-color Food Section 
attracts more linage and 
sells more products. 


GROWING 


P . LTHY, 
Make it First UM IN WEA 

THE MAJOR = NION cou wT Griffith Co., Inc. 
on Your Schedule Too! 


National Representatives 


Why Nu-Maid Durkee 
Director of Sales & 
Advertising Selects 
WLW Radio and 
TV Stations 


fact that the CBS 7 a.m. show, 


featuring Jimmy Dean and his| 


crew from Washington, was hard 


to sell to sponsors despite yd 


popularity as attested by the rat- 


ings. CBS now signs on with “Cap- | 


tain Kangaroo” at 8 a.m., EST. 
This baby-sitting show also had 
been expected to go out in the 
shakeup, but it got a last minute 
reprieve because of a heavy write- 
in campaign by mothers. 


s Early warning of still another 


change came from one of CBS’ vet- | 


eran daytime personalities. Garry 


Moore announced that he will give | 
up his daily morning show in the | 


fall of 1958, after an eight-year 
run. In explaining his action, Mr. 
Moore cited, among other reasons, 
the fact that he has to spend so 
much time preparing for commer- 
cials that there is little time left to 
devote to the entertainment side 
of the program. 

One of the potential candidates 
for Mr. Moore’s spot is Dick Van 
Dyke, who will sub for Garry when 
he leaves soon for a brief vacation. 


‘Chicago American,’ WCFL 
Combine News Coverage 

Radio station WCFL, Chicago, 
has enlisted the services of the en- 
tire Chicago American editorial 
and reportorial staff to provide 
broader news coverage. WCFL also 
has two mobile units and four news 
services to obtain coverage. The 
station gives the newspaper free 
time for spot announcements in re- 
turn for the coverage, 


Television 


Cincinnats 


Call your WLW Stations Representative... 


WLW-T 


Network Affiliations: NBC; ABC; MBS - 
Los Angeles, San Francisce. Bomar Lowrance & Associates, Inc., Atlanta, Dallas... Crosley Broadcasting Corporation, a divisionof AIpG@ 


-— 


\ Th 
\ 
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“The famous Crosley Stations 
really give a food product a sur- 
prise “‘Flavor-Lift’’...all the way 
from excellent time slots and 
talent sell to top merchandising 
and promotion. Yes, WLW Radio 
and TV Stations constantly offer 
new Sales heights to advertisers. 
Anyone for going up!’’ 


Elmer L. Weber 
Director of Sales & Advertising 
The Miami Margarine Company 


you’ ll be glad you did! 


w Lw-a 


wiw-c 


Television 
Columbus 


wiw-bD 


wtiw-! 


Television . Televisron 
Atianta 


Television 


Dayton 


Widienapoh 


Sales Offices: New York, Cincinnati, Chicago, Cleveland + Sales Representatives: NBC Spot Sales: 
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ADVERTISING AGENCIES 
PREMIUM HOUSES 
DISTRIBUTORS 


You will be interested in a Juvenile- 
Encyclopedia comprising 2304 pages. They 
may be produced in 12 volumes of 192 
pages each, or in any variation thereof, 
all printed four colors each side. The set 
may be retailed for approximately ten 
dollars ($10). Kindly address any in- 
quiries to: 

The F. M. Carlton Co., Inc. 

345 Hudson Street 

New York 14, N. Y. 
Attention: Office of the President 


Information for Advertisers 


Nation’s Business has completed | 
the first in a new series of research 
| projects entitled “A Study of the| 

Corporate Personality.” Conduct- 
| ed among a sample of 500 subscrib- 


eccer: Eta Gita 
LUBBOCK 


Texas’ fastest growing standard metropolitan area — population UP 88% above 1950 by 1960' — SM, Nov. 10, 1957 


CIRCULATION 
OVER 
63,000 


Only the Lubbock AVALANCHE-JOURNAL 
SELLS the Lubbock market! 


SEE YOUR NEAREST TEXAS DAILY PRESS LEAGUE OFFICE 


measure the public relations quo- 
tient of typical chemical compa- 
nies by asking these business lead- 
ers to appraise the companies in 
terms of investment recommenda- 
tions. Over 60% of the respond- 
ents are top-level executives in 
business and industry. A copy of 
the report is available from Her- 
man C. Sturm, director of adver- 
tising, Nation’s Business, 711 Third 
Ave., New York 17. 


e “The ABC Statement .. . How 
to Read It—How to Use It” is the 
title of a 24-page booklet published 
by U.S. News & World Report. The 
purpose of the booklet, says the 
foreword, is to “take a fresh look 
at those values on which so much 


sold, in terms of how the adver- 
tiser can benefit most from the 
facts and figures reported in pres- 
ent-day ABC magazine §state- 
ments.” Copies of the booklet may 
be had by writing to the adver- 


| tising department of U. S. News & 
ers, the survey was designed to| 


World Report, 45 Rockefeller Plaza, 
New York 20. 


e What is the American “tween- 
age” girl like? The American 
“tween-age” girl—the girl from 10 
through 16—tries to up-date her 
home, works as a partner with her 
mother, sews, cooks, uses more 
than four rolls of film a summer, 
loves outdoor sports and likes com- 
pany when she goes to the movies. 
These and other facts about 
“tween-age” girls are contained in 
a survey released this week by 
Annabelle Dean, promotion man- 
ager of American Girl. Copies are 
available from Miss Dean at Amer- 
ican Girl, Girl Scouts of the 
U.S.A., 830 Third Ave., New York. 


advertising space is bought and |e In the planning of the American 


WHO-in IOWA- 
ONE station, 
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WHO is heard regularly by as 


many Iowa families as the next four 


most popular Iowa stations 


combined!* Ask PGW for the proof. 


*Educational stations excluded. 


P. A. Loyet, 


for lowa PLUS! 


Des Moines . . . 50,000 Watts 
Col. B. J. Palmer, President 


e's 
; 
os 
x 
ye 
; 
; 


4 


ARUBRIRLS 
STVRUNYSw 


. 


Resident Manager 


WHO Radio is part of 
Central Broadcasting Company, 
which also owns and operates 
WHO-TV, Des Moines 
a WOC-TV, Davenport 


Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc., 
National Representatives 
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family’s meals and the purchasing 
of its food and grocery needs, wom- 
en remain the dominant figures, 
not only in the actual buying but 
also in the initiation of the idea 
for the purchase and the decision 
as to which brand of each product 
to buy. This fact and others are 
made clear in a new report en- 
titled “McCall’s Second Food and 
Grocery Products Purchase Diary 
Study.” The study was conducted 
by McCall’s Home Testing Insti- 
tute, covering food and grocery 
product purchases made during 
the period of one week in the fall 
of 1956 by a panel of 1,090 families. 


e Pit & Quarry Publications has 
a new Portland Cement map avail- 
able, showing changes in plant ca- 
pacity and new plants. Copies of 
the map are available to advertis- 
ers and agencies for $1 from J. G. 
Kostka, director of marketing and 
research, Pit & Quarry Publica- 
tions, 431 S. Dearborn St., Chicago 
5. 


e The over-all picture of the mar- 
ket for beauty products among 
readers of the Fawcett Women’s 
Group looks about the same this 
year as for 1957, with minor ex- 
ceptions. A comparison of the two 
years is presented in a new Faw- 
cett Beauty Reader Forum survey 
which gives information about the 
types, brands, shades and places 
of purchase of all types of make- 
up, as well as products for the care 
of fingernails, hands and skin. The 
survey also’ gives some evidence 
that the upward trend in house- 
to-house selling of beauty products 
has been interrupted, while drug 
stores are again making gains. 


e The Beauticians Journal—‘The 
Negro beauticians’ marketplace 
and guide to better business”—is 
currently researching the Chicago 
market to determine brand prefer- 
ences, product usage and adapta- 
| bility (which products thought to 
| be unusable by Negroes actually 
jare being used), buying habits, 
| general characteristics of beauti- 
|cians, shops and customers, This 
\information will be released in 
, March—by newsletter and as a re- 
port in the Journal. 


|@ Instruments & Automation has 
| reprinted two articles as brochures 
on the transistor market and on 
|the electronic business. “The 
| Booming Transistor Market” is 
| based on statistics compiled by the 
Standford Research Institute, and 
reveals the most important U.S. 
transistor markets in the near fu- 
ture will be industrial, military and 
home entertainment. “The Elec- 
tronic Business” records the elec- 
tronic industry’s amazing develop- 
ment and offers some predictions 
for the future. Copies of either re- 
port may be had by writing James 
Emge, Instruments Publishing Co., 
| 845 Ridge Ave., Pittsburgh 12. 


e Copies of a readership survey of 
the Swedish magazine Fickjour- 
nalen are available on request 
from Joshua B. Powers Inc., 345 
Madison Ave., New York 17. # 


| Thompson to Adams Outdoor 

Howard A. Thompson, formerly 
with J. J. Newberry Co., has joined 
Adams Outdoor Advertising Co., 
Spokane, as regional and local 
manager of sales. 


Clayton 


does 


it! 
See page 74 
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Just in case it escaped you, please note that the radio on the 
right is tuned to 1210 on the dial... and that’s WCAU 
RADIO, CBS in Philadelphia. 


The other one? Well, let’s call it Station WXXX. Sure it 
plays all the time... but who does it play to? With a few 
personalities, concentrating on a limited type of programming, 
what part, if any of your market does it reach? 


WCAU RADIO works as it plays . . . for it is heard by more 
families in Philadelphia and its suburbs than any other of the 
14 local stations . . . families that annually spend 567 million 


you buy 
responsiveness 


dollars more than the audiences of the next highest station. And 
why does WCAU stand out in Philadelphia area broadcasting? 
. . . because we program for everybody. 


With top flight authorities covering the news and sports... 
outstanding women’s shows, including the popular afternoon 
serials . . . music shows for both the young and old. . . the 
best of CBS network headliners and Philadelphia’s outstanding 
radio personalities (24 of them at last count)... we offer 
variety in programming that has meant leadership in_ this 
important market for 35 consecutive years. 


The Philadelphia Bulletin Radio Station 


Represented Nationally by CBS Radio Spot Sales 
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Testing —Inspection —Research... Without exception, 
each step in these technical and scientific operations in the 
giant metal industry is governed by ME Factors—by an engi- 
neering knowledge of metals. Without exception, each segment 
of the giant metal industry plans extensive expansion in re- 
search and development, in testing and metallurgical controls. 
The market for technical and scientific equipment, for instru- 
mentation, is big today, will be bigger tomorrow. Metals en- 
gineers and metallurgists look to their American Society for 
Metals, and to their magazine, Metal Progress, to keep abreast 
of this booming engineering progress. They receive 100 mil- 
lion pages of engineering information annually. They will tell 
you it is their best buy. They tell us by a renewal rate of 90% 
each year. 


The Production of Metals... in the steel 
mill, the smelter, the large forge shop, technical 
management has increased sharply since 1940, 
is only now on the verge of further tremendous 
expansion of influence. Metals engineers have 
the knowledge to put the muscle in the metal. 
They control and determine melting, heating, 
and forming operations through the constant 
use of ME Factors. Metal Progress is the only 
magazine to attract and deliver the men in the 
mill whose primary interest and influence is 
on the metal. 
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WORLD OF METALS 


ME factors 


mean everything! 


An atom can't be split in a plastic bag. To harness the mighty muscles of the most devas- 
tating force known to man, it takes the strongest, most versatile material known to man 
...metal. The savage, relentless fury of the atom is being pacified, calmed, domesticated, 
and directed to the benefit of mankind—by metal. 

Strict adherence to ME Factors was essential to the creation of nuclear power. Metals 
Engineering Factors... ME Factors... governed each advance in production, processing, fab- 
rication, testing and design application of metals for nuclear installations. ME Factors are 
transforming an atom into a mighty industry. 

Today, the Metals Engineers and the Metallurgists...the experts who know ME Factors 
...are bound together through membership in the American Society for Metals and through 
readership of Metal Progress... their Society's brilliantly-edited, Eastman-researched monthly 
magazine of metals engineering. More than 29,000 metals engineers eagerly seek the 
benefits of over 100 million pages of engineering information published annually by 
ASM...vital information, essential to the use and application of ME Factors. 

If you sell the metal industry, which now includes nuclear applications, the success of 
your products may be determined by ME Factors. Do you know these factors? Are you fa- 
miliar with them? Why not check them over with an ASM staff engineer... he will be 
happy to provide an ME Factor Chart that applies to your products. Phone or write your 


ASM district manager listed below for this free service. 


RN i ee. ia ei eal Stee cee gc Rare ir eee 
TYPICAL PRODUCTS Steels (Plain and Alloy) Castings Furnaces and Parts Brazing and Soldering 
INFLUENCED BY Stainless Steels Powder Metals and Parts Induction Heaters Fasteners 
ME FACTORS Tool Steels Precision Castings Special Heating Equipment Degreasing Equipment 
Rein ail tem 60. products High Temperature Alloys Stampings Quenching Fluids, ane Spmrepiaing Equipment 
such as these depend upon know!- Light Metals and Alloys Weldments Atmosphere Preparation Finishes . 
edge of ME Factors . . . Metals Heavy Nonferrous Metals and Alloys Tubing ond Other Mill Shapes Salts Rust Preventatives 
Engineering Factors. Only Metal Mill Equipment Forgings Supplies Buffers and Polishers 
ioe a Bog atta Ferro Alloys Extrusions Pyrometers . Equipment for Purification of Solutions - 
on engineering information in- Refractories Tool Steels and Tool Materials Indicators and Recorders Mechanical Testing Equipment 
: volving metals. Because Metal Melting Furnaces Cut-Off Equipment Gas Samplers and Analyzers Microscopes and Attachments 
Progress is the _— metols 6 Die Casting Machines Presses and Brakes “ Automatic Flow and Pressure Controls Hardness Testers 
neering magazine, it is basic to 
your business of seiling the metal Forging Equipment Machine Tools Gas Welding and Cutting Nondestructive Testing Equipment 
industry. Foundry Equipment and Processes Coolants and Lubricants Electrical Processes Gages and Comparators 


CLEVELAND 3: W. J. Hilty, District Manager * 7301 Euclid Ave.* UTah 1-0200 

CHICAGO 4: = Victor D. Spatafora, District Manager * 53 West Jackson Blud.* WAbash 2-7822 

DETROIT 21: Don J. Walter, District Manager * 20050 Livernois St. * UNiversity 4-3861 

NEW YORK 17: John B. Verrier, Jr., Regional Manager * Fred Stanley, District Manager * 342 Madison Ave. * OXford 7-2667 


TAL PROGRESS 


“The Magazine of Metals Engineering” 
Published by the American Society for Metals 
7301 EUCLID AVENUE + CLEVELAND 3, OHIO 
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AFA, AAW Plan ‘58 Ad Week Drive 


Enumerating Public Benefits 


(Continued from Page 3) 
dition to 24-sheet posters, car cards 
and king-size posters. 

Advertisers, agencies and media 
are being invited to run the ad- 
vertising and take part in the pub- 
licity campaign. 

A campaign kit including 18 
items of publicity and sample ads 
has been sent to more than 200 
key admen who will be directing 
local Advertising Week campaigns 
in many parts of the country. The 
group includes ad club presidents, 
members of the boards of directors 
of AFA and AAW and chapter 
presidents of Alpha Delta Sigma, 
college honorary fraternity, In the 
kit is an order form on which elec- 
tros, mats, tv films, radio records, 
etc., can be ordered at low cost. 


® More than $70,000 worth of cre- 
ative talent has been donated to 
the campaign by six agencies in 
the West: Foote, Cone & Belding; 
McCann-Erickson Inc.; McCarty 
Co.; and Stromberger, LaVene, Mc- 
Kenzie, all of Los Angeles; Hoefer, 
Dieterich & Brown, San Francis- 
co; and Rippey, Henderson & 
Bucknum, Denver. 

Calling attention to this, Charles 
W. Collier, exec vp of the AAW, 
told ADVERTISING AGE, “This is 
something that advertising people 
should know about before Adver- 
tising Week starts, so that they 
may get on the bandwagon.” 


® National chairman of Advertis- 
ing Week is Russell Z. Eller, adver- 
tising manager of Sunkist Grow- 
ers, Los Angeles. 

In New York, James Proud, 
president and general manager of 
the AFA, has revealed that it will 
be using 200 tv prints and 700 ra- 
dio records in the campaign. A 
corresponding amount, based on 
needs, will be used in the West. 


® In ads and commercials, house- 
wives will be told that advertising 
helps them to be better informed 
shoppers; factory workers will be 
reminded that advertising helps 
keep factories humming and jobs 
secure; farmers will be advised 
that advertising helps them im- 
prove their methods and income. 
Governors and mayors through- 
out the land will proclaim the 
week. The campaign kit includes 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publications ore 
the moss circulation media reod 
most by the militory. Write or 
coll for full information. 


ARMY TIMES + AIR FORCE TIMES * WAVY TIMES 


The American WEEKEND + MILITARY MARKET Mogarine 


The ARMY-NAVY. AIR FORCE REGISTER 


ARMY TIMES 


PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 
U. S. OFFICES: Chorleston, S$. C., Chicago, Hono- 
tuly, les Angeles, Miemi, New York, Philadel. 
phic, Son Froncisco 
FOREIGN OFFICES. Frankfurt, 
ome, Tokyo 


Londons, Paris, 


sample proclamations and _ such 
leases on the proclamations, news- 
paper editorials, feature stories for 
employe publications, college 
newspaper editorials, various news 
releases on the week and three- 
minute talks for delivery at wom- 
en’s clubs and consumer groups, 
schools, men’s luncheon clubs and 
business groups. 


|@# In an editorial keynoting Ad- 


other publicity items as news re-| has grown up—a distorted stereo- 


vertising Week promotion, chair- 
man Eller said: 

“It has been said, with consid- 
erable accuracy, that advertising 
is the least understood industry in 
America. Perhaps this is because 
advertising has been so busy teil- 
ing someone else’s story. A legend 


type of gray flannel suits spouting 
a language understood only by 
those in a select circle. 

“The fact is that advertising is 
a specialized business. It is made 
up of capable people trained in 
fields ranging from art to business 
management. . . 

“In Advertising Week we call 
attention to the work of thousands 


| 


of skilled men and women who 
comprise the advertising industry.” 


® Serving with Mr. Eller on the 
Advertising Week committee are 
vice-chairmen Nelson Carter, vp 
of FC&B, Los Angeles; John Cun- 
ningham, president of Cunning- 
ham & Walsh, New York; and the 
national plans chairman, Hal Steb- 
bins, president of Hal Stebbins 
Inc., Los Angeles. 

The committee also includes Mr. 
Collier; Mr. Proud; Wesley I. 
Nunn, Standard Oil Co. (Indiana); 
Robert Feemster, Wall St. Journal 
and board chairman of AFA; Clair 
Henderson, Rippey, Henderson & 
Bucknum; John Hoefer, Hoefer, 
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Dieterich & Brown; Tom J. Mc- 
Hale, Dallas Chamber of Com- 
merce; E. M. McKim, Western 
Farm Life; Phillip E. Nutting, 
Holiday; J. Neil Reagan, McCann- 
Erickson Inc.; Theodore R. Sills, 
Theodore R. Sills & Co.; Grant 
Stone, Cleveland Press; and Cal- 
vin Voorhis, D’Arey Advertising 
Co. # 


N. Y. Milk Ad Fund Stalls 

The plans of four dairy coopera- 
tive associations in New York state 
to launch a milk advertising cam- 
paign have hit a stalemate over 
how the funds are to be raised. No 
further meetings on the subject 
are scheduled at this time. 


“He must know 
“ @ good spot” 
© £ p 
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Co-op Ads Seen at New High 

A prediction that cooperative 
advertising expenditures will 
reach new heights in 1958 is made 
in the January issue of “Coopera- 
tive Advertising Newsletter,” pub- 
lished by Lester Krugman Asso- 
ciates, New York. Increased agen- 
cy participation in client co-op 
programs is also anticipated. 


Smith & Dorian Named 


Buensod-Stacey Inc., New York, 
air conditioning equipment manu- 
facturer, has appointed Smith & 
Dorian, New York, to handle ad- 
vertising and public relations. 
Business papers will be used. 


Two Defendants Deny 
FTC Kickback Charge 
on Grand Union Sign 


WASHINGTON, Jan. 7—Two man- 
ufacturers of household products 
have filed official answers with the 
Federal Trade Commission deny- 
ing that rentals on a spectacular 
display sign in Times Square, New 
York, represented illegal promo- 
tional payments to the Grand 
Union food chain. 

The two were among three com- 
panies cited by FTC last month in 
complaints which said Grand Un- 
ion received almost $15,000 in a 


nine-month period as a result of 
rentals paid by several suppliers 
who participated in a cooperative 
display. The advertisers each paid 
the Douglas Leigh outdoor sign 
company $1,000 a month, FTC said, 
but it said 5% of the rentals were 
remitted by Leigh to Grand Union 
(AA, Dec. 30, '57). 


s In denials submitted this week, 
Judson Dunaway Corp., Dover, 
N. H., admitted it advertised on the 
sign but argued its payments were 
to “an advertising agency” [Leigh], 
not to the chain. Swanee Paper 
Corp., Ransom, Pa., said any pay- 
ment to Grand Union was made in 
good faith to meet equal and com- 


|parable arrangements of one or 
more of its competitors. 

The third company involved in 
the case, General Mills, has yet to 
file its answer. + 


Nalley’s Anniversary Drive 
Will Cover 65 Food Products 
Nalley’s Inc., which started with 
one product in a home kitchen in 
Tacoma, Wash., in 1918, has opened 
its 40th anniversary year this 
|month with stepped up promotion 
that will cover, during the year, 
\the 65 food products now com- 
prising the Nalley line. The initial 
\on ‘Nalley puts the sales emphasis 


on Nalley’s chili con carne and 


Young & Rubicam does too. The Y&R timebuyers, who place 
millions of dollars of spot television business, are seasoned 
masters at picking the best station buys on the market, in 
any market. Their decisions reflect the findings of Y¥&R’s own 
expert research department...and the wealth of market and 
station data supplied by CBS Television Spot Sales. 


During the past year, Young & Rubicam has scheduled spot 
campaigns on KSL-TV, Salt Lake City, for such blue-chip 
advertisers as American Home Products, Simmons Mattress, 
P. Lorillard, Northern Tissue and Lipton Tea. 


Good spot to be in? Young & Rubicam thinks so. And so do 
the 346 different national spot advertisers currently running 
campaigns on the thirteen stations and the regional network 


represented by... 


CBS TELEVISION SP@T SALES 


wcss-Tv New York, wHcT Hartford, wcau-tv Philadelphia, wrop-tv Washington, 


wsTtv Charlotte, wBTW Florence, WMBR-TV Jacksonville, wxIx Milwaukee, 
WBBM-TV Chicago, KGUL-TV Galveston, KSL-TV Salt Lake City, KOIN-TV Portland, 
KNXT Los Angeles, and THE CBS TELEVISION PACIFIC NETWORK 


Nalley’s beef stew and uses two- 
color 1,050-line newspaper adver- 
tising and saturation tv spots on 
29 stations in Washington, Oregon, 
Idaho, Montana, and Utah. The 
opening newspaper ad displays the 
40th anniversary seal that will 
run throughout the year. 

Well before the 1958 promotion 
was laid out, a “family only” con- 
test was held for employes and 
members of their families, both at 
Nalley’s and its agency, Pacific 
National, Seattle. The objective 
was to stimulate ideas on how to 
observe the anniversary year. 
Prizes included wrist watches, 
electric blankets and other awards. 


WIBK-TV Policy Lauded 

WJBK-TV, Detroit (Channel 2, 
CBS), says leading agencies and 
advertisers have enthusiastically 
endorsed a new policy of 12-month 
rate protection it put into effect re- 
cently. A six-month protection on 
rates is general practice in the in- 
dustry, the station said. The Storer 
Broadcasting Co. station said the 
policy was put into effect to enable 
advertisers to budget appropria- 
tions for a station schedule without 
worrying about increased costs be- 
fore the schedule had expired. 


. 


| SHE only has eyes for you 
...on KOIN-TV. If you and 
| your product have ideas 
about getting acquainted, 
KOIN-TV will happily 
handle the introductions 
..in Portland and through- 
out 30 surrounding 
Oregon & Washington 
counties. Her vital statis- 
tics, plus the fascinating 
facts about KOIN-TV's 
ratings and exclusive 
coverage are a favorite 
topic withthe debonair 
gentlemen from CBS- 
TV Spot Sales. Just 
ask them. 
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759% now planning 
home improvements 


Your advertising dollar gets full 
value in Home Craftsman. 92% 
of Home Craftsman's practical 
readers now planning addition- 
al playroom, bedroom, bath, 
carport and other improvements 
will do their own work and buy 
the tools, hardware, and other 
materials. Get the eye-opening 
facts about this growing market 
of repeat customers. 


Write now to 
115 Worth St. 


Caterpillar Puts 
Promotion Stress 
on U.S. Road Setup 


Cuicaco, Jan. 7—A period of 
“crisis” has been reached in the 
postwar national road-building 
program, according to the think- 
ing of Caterpillar Tractor Co. The 
Peoria company consequently has 
stepped up its broad market devel- 
opment activities by a concentrated 
| highway development push to help 
keep the program rolling. 


Joseph W. Woods, account repre- 
sentative on the Caterpillar ac- 


count at N. W. Ayer & Son, Chi- 
cago. He added that since 1949, the 
|machinery builder has spent $2,- 
| 400,000 in consumer magazines to 


This was revealed yesterday by | 


promote public opinion in favor of 
state aid federal road building 
legislation. 

The critical period is at hand as 
Congress reconvenes, Mr. Woods 
explained at a meeting of the Dot- 
ted Line Club. He said the law- 
| makers must vote on renewing the 
federal highway program and vot- 
ing appropriations for it. (Under 
the federal program, the govern- 
ment pays 90% of the cost of su- 
perhighways with interstate links.) 


® Most persons who have written 
| their congressmen have been those 
adversely affected by the road- 
building, Mr. Woods stated—farm- 
ers who lost land, home own- 
ers forced to move, salesmen 
encountering many construction 
detours, and motel and shop owners 
located on formerly busy highways. 


As in the past, ads pointing out 
benefits of good roads will run in 
Newsweek, The Saturday Evening 
Post, Time and U. S. News & World 
Report. These reach the majority 
of the influential voters, Caterpil- 
lar believes. 

Increased road building means 


/more sales of Caterpillar equip- 


ment, of course, but Mr, Woods 
said the Caterpillar consumer mag- 
azine campaign was more than a 
sales device. He said it was the 
first organized nationwide drive 
for better roads. 

A kick-off ad ran in The Satur- 
day Evening Post in March, 1949, 
and was followed soon after by 
ads in the three news magazines. 

The first series of better roads 
ads emphasized safety features of 
new highways. In 1954, Caterpil- 
lar found the public wanted good 


EVERYONE 
DOES! 


“POINT OF DECISION—the spot ot which 
decisions where to buy are finalized. 


WRITE OR PHONE TODAY ABOUT THIS EXCITING NEW MEDIUM. COMMISSIONABLE. 
eeeeveveveveveeveeeeeeeeeee ee @ 


PUT THIS UNIVERSAL HABIT 
TO WORK FOR) ou Ven f 


THE MOST PROVOCATIVE 


AND EFFECTIVE ADVERTISING MEDIUM IN YEARS... 
THE MERIT DOODLE PAD! truty A NEW SENSATION 


IN THE MEDIA FIELD. 


At the P. O. D.* on A Prospective Buyer's desk, THE MERIT 
DOODLE PAD does an ettective job of keeping your client's 


message (and product display, 


if you like) in front of his 


prospects 8 hours a day, day after day, for months and, yes, 


years to come 


Each pad consists of 30 sheets 22 x 17 


ideal for notations, 


doodling, et al. There is no limit to the amount of copy; it 
can be in black and white, or color. And when the prospect 


tears oft a sheet 


another sheet ts right there with your client's 
message to continue making favorable impressions 


Your 


client will appreciate your recommendation of this strong 
day-to-day impression-value idea 


Advertising Age, January 13, 1958 


roads but hesitated at the cost. 
Subsequent ads emphasized the 
economy of better highways, with 
ads carrying such headlines as, 
“Bad roads are the expensive 
ones.” 


# When Congress hesitated over 
supplying funds, the company con- 
centrated on interesting individual 
states in highway programs, using 
movies and literature to supple- 
ment national ads. 

Congress passed the federal aid 
program in 1956. Since then, in or- 
der to offset talk of slashing high- 
way appropriations in favor of mil- 
itary spending, Caterpillar has used 
ads showing an atomic explosion, 
headlined, “A big reason for better 
roads.” Copy points out that fast, 
limited access highways are es- 
sential in time of war for evacua- 
tion and for the transportation of 
military equipment. # 


Gillespie Bros. Buys 
‘Greenwich Time’ 

Gillespie Bros., publisher of the 
Stamford Advocate, has purchased 
Greenwich Time, an evening daily 
with a circulation of some 9,300. 

Eugene C. Blackford, board 
chairman of Greenwich Publishing 
Co., said, “We have been assured 
the policy will not be changed.” 
Kingsley Gillespie, publisher of 
the Advocate, said no personnel 
changes were anticipated. Mr. 
Blackford and Samuel W. Meek 
will remain as directors of Green- 
wich Publishing Co. 


Hanes Ads to Use Photos 

P, H. Hanes Knitting Co., Win- 
ston-Salem, in its stepped-up 
babywear campaign in 1958 is us- 
ing photo illustrations instead of 
|artwork. The Hanes ad reproduced 
}in the Dec. 9 AA showed artwork, 
| but it was a “rush proof” made up 
especially for the company’s sales 
convention. 


the inside 


story...... 


If you would like to see the inside 
of a clean plant, come visit us. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
PACOTYPES (solid copper duplicates of originals) 
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ENGINEERING NEWS-RECORD ABP ABC 


is BOL She 
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Ask the men 
who build America... 


Best way to learn which magazine is most useful 

to construction men is to ask them. When they’ve 
been asked before, the ratio has been 7 to 1 for 
Engineering News-Record over any other publication 
in the field. That’s mighty powerful odds to 

have in your favor when you select an ad medium! 
No wonder almost twice as many advertising 

dollars are invested in Engineering News-Record 
than the industry’s next largest publication! 


A MCGRAW-HILL PUBLICATION 3390 wesT 42ND STREET NEW 
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‘Hidden Persuaders’ Hits Britain; Some 


Find It ‘Hilarious’; Few 


Lonpbon, Jan. 7—There’s a wide- 
spread impression in Britain that 
Dr. Dichter and his fellow depth 
delvers have taken Madison Ave. 
for a ride on a streetcar named de- 
sire. 

“What’s so new and wonderful 
about advertising making use of the 
techniques of psychology and psy- 
chiatry?” is the question often 
asked. It is prompted by publica- 
tion here three months ago of 
Vance Packard’s book, “The Hid- 
den Persuaders.” 

Not only admen have asked the 
question—although most of them 
believe motivation research has 
much to offer advertising. But the 
question was even brought up by 
book reviewers in the lay press. 

Geoffrey Gorer, reviewing Mr. 
Packard’s book for “The Listener,” 
a British Broadcasting Corp. pub- 
lication, put into words what a lot 
of the author’s readers here have 
been thinking. He wrote: 

“This book, incidentally, gives 
information about the most suc- 
cessful advertising stunt in the his- 
tory of that peculiar industry. 


s “The commodity sold in this 
stunt was a variation of the pre- 
liminary investigations conducted 
before a large advertising cam- 
paign is initiated—the notion that 
ads could be more effective if more 
was known about the ultimate pur- 
chasers. 

“The salesmen were people with 
some sort of acquaintance with the 
vocabulary of psychoanalysis and 
sociology, and the fall guys—the 
customers—were the advertising 
men of Madison Ave., who were 


Are Persuaded 


lic, there seems little doubt that 
considerable 
gained (by motivational research- 


insight has been 
ers) into the makeup of the Amer- 
ican advertising fraternity. 

“Many admen have had some ex- 
pensive treatment of a more or 
less psychoanalytical tinge and 
have brand 'oyalty to this particu- 


MR appeals to their unconscious 
infantile wishes for magical omni- 
potence. 

“In matters of great weight there 
is no evidence (nor much likeli- 
hood) that MR is any more effec- 
tive than the traditional techniques 
of propaganda and persuasion.” 


® This view, expressed or implied 
by other lay reviewers, although 
not so clearly, also was put forward 
by Dr. Mark Abrams, one of Brit- 


lar type of fashionable therapy; and iain’s leading advertising research 


men. Dr. Abrams is controller of 
the research subsidiary of London 
Press Exchange, Britain’s second 
largest agency. 

Addressing the International Ad- 
vertising Assn.’s second European 
conference, in Holland (AA, Sept. 
16, 57), he implied that at present 
motivation research does not ap- 
pear to be all that its proponents 
claim. 

He asserted that the “manipula- 
tors” described in such books as 
“The Hidden Persuaders” may 
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have “hit upon valuable informa- 
tion about consumer needs by 
luck.” 

If it wasn’t obtained by luck, 
he added, it may have been because 
“irrespective of any interviews 
they conduct, they have acquired 
a flair for throwing up imaginative 
insights into people’s psychological 
needs.” 

At any rate, said Dr. Abrams, 
“We need much more work to val- 
idate techniques being used; and 
we need to establish professional 


cozened out of uncounted millions 
of dollars by the salesmanship of | 
Messrs. Cheskin, Dichter, Vicary, | 
Weiss and other practitioners.” 

According to this reviewer, “Mr. | 
Packard’s examples make it obvi-| 
ous that the ‘science’ that is said| 
to be behind motivation research is 
on the same level as the ‘science’ | 
which puts wonder ingredients in- 
to toothpastes or breakfast cereals.” | 

He then elaborates on _ this! 
charge: “The insights claimed from 
such psychiatric tests ... are some- 
times obvious, frequently comic 
and most usually irrelevant. 


s “Whatever the psychological in- 
sight shown concerning the great 
mass of the American buying pub- 
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Connecticut's 
BIGGEST 


Family 
Food Bill 


It's rung up in New 
Londan cash registers 

. . at the appetizing 
average of $1730 per 
family—highest in the 
State (SM ‘57 Survey)! 
That's a lot of groceries 
—and could be a lot of 
your groceries. Cover 
this hi-spending 66,547 
ABC City Zone through 
THE DAY .. . and see 
for yourself. 
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7 NEW LONDON, CONNECTICUT 
National Representatives: 
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Reader’s Digest reaches '/; of 
all people in families with incomes 4 


of $7,000 a year or more— 


the people with “extra buying 
power” who spend more on the 


luxuries of life 


B. what yardstick do you 


evaluate an advertising medium for your product? 
The following measurements show why advertisers 
spent 52% more in Reader’s Digest in 1957 than 


they spent in 1956. 


Family spending: A single issue of the Digest 
reaches one of every three people in homes where 


are owned, and where family spending is highest 
for the luxuries as well as the necessities of life. 


twocars areowned, in homes where stocks and bonds 


Circulation: Starting January 1, the Digest’s 
advertising rates will be based upon a circulation 
of 11,500,000. The Digest has the country’s largest 
magazine circulation—larger than the next two 
magazines combined. 


Audience: A single issue reaches over 32 million 
Americans, including 17 million women. It reaches 


Jewelry and gift 
advertisers can reach 
their biggest market 
in one magazine 


more women, and more men, than any other maga- 


zine, including those edited expressly for women. 


Circulation concentration: 82°; of the Digest’s 


circulation is concentrated in the nation’s top- 
quality markets—where you find 82.7% of the 
country’s buying power. 


And Reader’s Digest offers you the greatest 
extra value of all: The faith of its readers—the 


kind of faith that creates a climate of confidence 
for your advertising message. More and more ad- 


Cee Oe ee er. eee ee er ee : ee RP ete ae Ny st ie ta ee ena ey ee ee a ae ee ee ye Soipike Nabe ae Re ea (eee ee ee, ie 
= See 1 : ss ee ‘a A ee eo, a 2 me Pa ges PES Degg WO ans FP tae oa, Se ke oir Pea ro ee. ae as coi eae, ke « A563 = er . rs > sa pes Ne Pee ee Eee Or 2). See 
a a Daas Fe i a a Ota BRE ae Me Ae 
bs = ir ee ec hel Jus eee ere owes oe. ie? aw bare Rae RN ne nee ; eh ; ‘ocege PMO PME nt Se Rie tae se pen es ee ee r ok et s ae 
k = iss ¢ ie oe ean a : ee ee Petra. ae eee aun ee Site giant oe gor riage ey eas ” Mig Satis. ae ion Bn: ee Oy Sereda Mgt eer rail ee Gages as Be aa ms im ae a 
ei ri «SES ek) Os I Be peer eS er, eae a eee ae aig ee ae ue ees Oe UM Fs Regt AR yeti ous Ss > Se Balt a eee re 
be a ae a ae : riee is bs x ae ge oad pei meetrasit st as ecb te yas Rest it tay ale Be iene nel tare ee ae Ae eS ge ee es ry Cae 2 ee ae Pl oe 
ae : : IRR SETS Fe ran PE EO ete ets hee ae eee. “ie. ee oo ee aan Menara bags pat ene ee ae se Stay oe 1S ll 
a a ee 
ee 
le 
oe = ee 
oe Po 
oie | 
ao De 
aes 
‘2 tae 
o 
ey 
Bat! a 
ie eee 
rit g ' ' 
ee anatase teen cme ma aeeeees 
ios | , 
f | 
ee? 
ea 
tds | 
aise } 
rue 
eine | . 
bke> 
pares | “ e 
bi : 
sia a 
ae fees ot <n : 
"ae | “ae 
= PY. ‘ 
x 
ats PS ; } . 
\ 
é > 
ate a ) 
inion 7 ‘ 
ae | Sy. A 
Sa" Bae oo 
re | =s 
a 
ix: ae, | . ‘ 
— ' @ 
aes r ” 
= a : © 
forest 
* eae f ~~ ‘ , 
ae | 
eee | ; . r : 
Loko } . tT fe 
ir ~ + 
Tiga * “es ; 
Bar aa ' . \% 
‘hele | ~ e - 
Be | ae Sa 2 OT ae ee 
8, 4 ’ a a “ 5 
Bh Bi — = 
be eae - 7 ; wy ~"n . 
site iy + \ ~ ° 
rs .4 ; * > 7, 
a alt s 
— Ce . 
re ; 7 | | ™ 
. es : ie ey 
eS } ee 
re Je . ey : 
eae = « a s 
aes . = ae 
Ee \ : Tk Se: rs 
‘a \ a) af | Fe ere 
Ce \ o? te wie ee i os a 
Moy ‘or 4 ee - 5 a i a 
P Pe 34 = 
s ‘See s a . 
ALE = a, 
: \ sa £ -  \ 
& ) -, ” ’ : — 
ie Aol 7 
ae oe : . 
a \ fe > —~x< 
Jo /¢ > 
2 ' iy fe on 
(ae ‘4 ? . 
yr | a 
Be y ~. 
eee } —~ 
wet : 
1 P 
‘ By \ 
a « a a. 4 
i | be ‘ 
iq Y, — 
ai & "a rn 
- co . 
is Pe — 3. wie 
a J ae o> . =. 
aii . ~~ 
ets ee a 
a ae . 
oy. SS 
im ~ 
if: _ , 
ae : ~~ 
i -_™s 
aa be 
= le 
VX ee 
it | 
oF Po 
+ Fs 
nee fi 
# 
" Po 
—— Z 
e * Z 
os Z 
t Z Z | 
e MA beddiiddddiiiiiiithde Ws | 
Ee | ; 
he 
\ 43 
a 
x : i re ae ne - 
he 5 ® z = WR Press. 3 . see ee mae we es Sede age ©: oe Re: ae ee is lea See sa me plee an led oN et el pee * OE se = a © coal = hy mee 
L peleireip Bee oh Ss or 2 Sameer Whee ee +2) ie “oe Ce a ee en _ 
aie? ‘ a aa pe Paabe res Shs eee i Cie . Tae Be - ei i‘ bie - ss wl ae seas cg ae oral os hi “3 ot ae ec: @ oe Se on sore " Pon safe ee ie? Bac i ae ae i eee 
“hope ee ee ee en i a a ea ee mae ce erst MRR Petes: ogee ee Ui ies 7 a Bie, he aes 
‘ ‘eu eae aia. ea, is ae een a eae on ae fo piso ae eee aes ye ne a ae at eos Aas iy 
; ah oar 3 1x ee é ele ag dag, Stace Uni ir eirtags eo IE pee a eee ae ee ee Re) hg oF an 
Soe: i al er 8, he Cee eee as fe Oe Te ee a! a fee ne en 2 oS ial ne gar ieee ce ey a rn ye at ae * eee ea = Boe a os hye a dia a) mM ee 


te Ad 


Advertising Age, January 13, 1958 


standards of reporting motivation 
research.” 

Many British reviewers of “The 
Hidden Persuaders” seemed to 
think it went from the subliminal 
to the ridiculous. Many recom- 
mended it for reading as an inter- 
esting (some said hilarious) piece 
of Americana. 

On the whole, the British reviews 
split into two camps. The more 
serious newspapers and weekly re- 
views rather felt Mr. Packard was 
calling “Wolf,” when only a mutt 


was in sight. On the other hand, it 
was meat and gravy to the more 
sensationally minded popular 
newspapers, 

But whether the reviews took 
MR and the “Persuaders” seriously 
or whether they dismissed it as a 
huge joke, there is no getting away 
from the fact that it got plenty of 
publicity. 

A spokesman for the British pub- 
lisher, Longmans, Green & Co. Ltd., 
said: “We doubled our original 
print order, and the book is selling 


45 


better than we expected. It is a) they were libeled and slandered by; gram this spring for Father’s Day. 


very definite success.” # Mickey Cohen, 


former gambler,| Newspapers, magazines, television 


during his appearance on Mr. Wal-!|and business papers will be used. 
Wallace Settles Slander fame interview program, which is | Dundes & Frank, New York, is the 


Suit with LA Police 
settled their 


and Philip Morris Inc. out of court 
for $67,000. Ring Guild Pushes Dad's Day 

Police Chief William Parker, 
Hamilton of the intelligence squad,| manufacturers and dealers, 
who received $22,500, 


sponsored on ABC-TV by Philip | agency. 
Two Los Angeles policemen have | Morris cigarets. ABC said a special 
$3,000,000 damage|insurance policy on the Wallace | George Bailey to KFC&C 
suit against Mike Wallace, ABC |show covered the settlement in full. 


George A. Bailey, formerly ac- 
count supervisor of the hard goods 
division at Dowd, Redfield & John- 


The Ring Guild of America, an | stone who resigned in March to be- 
who got $44,500, and Capt. James | association of 25 leading stone ring | 


come assistant sales manager of 


will} David Kahn Inc., maker of Wear- 
claimed | launch a national advertising pro- 


ever pens and pencils, has joined 


vertisers are learning that this kind of faith leads 
people to action. 


For an analysis of how Reader’s Digest covers 
your best prospects call the Digest office nearest 
you. In New York, call MUrray Hill 4-7000; in 
Chicago, WHitehall 4-2544; 
5-9600; in Los Angeles, OLive 3-0380; in San 
Francisco, EXbrook 2-3057. Or write to: Reader's 
Digest, 230 Park Avenue, New York 17, N. Y. 


in Detroit, TRinity 


Jewelry retailers—as well as their 
customers—have faith in Reader's 
Digest. A recent survey showed that 
58°] of retail jewelers read the Digest 
regularly. Among both retailers and 
customers, the Digest is America’s 
favorite magazine. 


People have faith in 


JReader’s Digest 


Largest magazine circulation in the U.S.— 
over 11,500,000 copies bought monthly 


the account group at Kastor, Far- 
rell, Chesley & Clifford, New York. 


Wesley Day Names Tostlebe 
Wesley Day & Co., Des Moines, 
has appointed Theodore O. Tostlebe 
radio and television director. He 
formerly was sales and produc- 
tion executive with KWWL and 
KWWL-TV, Waterloo, Ia. 


Carlton Names Perlman 

Philip J. Perlman Associates, 
New York, has been named to han- 
dic advertising for Carlton Record 
Corp., also New York. There is no 
previous agency of record. 


West Texas Television Network 


stations 


PRESIDENT & GEN. MOR, W. OD. “DUB” ROGERS © NAT'L. SALES MGR) E. A. “BUZZ” HASSETT 


a 


ao a ch es aie me Mei Me gas cg ga EE Rs es SS ae a “Sarees er bf dy ae Berens or Be tet das Ao ate 8 WERE NG mia 7, ee ee 4c Sai as ae ae . a 
ee Bie hin ies ee ee Re Bg Ne etre I Dh a re i a eS os sia “Yaee eS Tyres pe Peer oe ae mee fi see ie geese: eC 2 ale ar a 2 Fe 
ie Peet ee ee ie ey ee eS eles eae ee - Bice 1 nian Be eg: ce Ngee hate iie 0 as Sie 9 bcos tel aa he BTM ae ae aan ae fy Bea ata 
Pee kat iiss Caine Ss ae hes ie ee a ee eer A a a een ee ee ee ee ee Ree se eee ae ne 
Ge Nace ee: Niles es dag ce eee Mc ae es Oe ele pe Z ee SO otc ie” cone a Sh amen Se tr geek cis Ae Se me eee ene ee 
Ba i ec ae DN ee ee pe eS Serer in Rete ue aie sages Menges lee bi, RR Ech See aise pins De es a Pe a oR ee ere sa Be ame aE IE i a 
Fe ge ee ko er i wg es ke eee, via EINE McA i — BG as hot ee SMT ag Bo et ot ee en, See ee a) UF ee 
Carta fed ae: eee er: a ee ee hn Ee iia Bas ee : Peper eet ore, veers : ; ee an she See ie Veep ee Se i on 5 | eae Ree ep) aaa at eae a 
weeks » toi suet ia ti me = ‘ue So lll aime eS, ae: ae jes we. oo Pee : — DRIP enig lien iC a? eet 251 Lo “eee aes re Fo lee Sea ae 
= = - re gemma, : ¥ : : sat 
i ae 
a } 
) é 
Po 
; 
" : 
‘ 
\ 
; . 
; : S 
i , an 
we | oe 
> ™, § | So akg J 
ir = . | - ¥ 
a . os . ass 
=< ’ 2 P = = : a — 
4 ; 
- ’ Py ee 4 
Vhs | 
} ¢ & 3 : 
“ . — 
= @ - 
se 
f jie jaa 
ate ae 
ae nee pipet Ad aye 
\ 4 ae eee ae ‘ae <0 F sat ie a 
oo ee ae at — : _ 
Pr ie ae. 
Seva: "CO Be a i: ae “s * 
t ae Pe rs See Pei ‘ ee 2 
f : - Be nih alin ihe oy fore" 2 Bey! ‘4 ae ‘ae ie Ea 
Bete. meer My Ree te eck ere eS i 
Meek  triagith Rye ca a = ats ee a ee 
Be oak ibaa ie Ses ‘gage Sat lon ot er: ans ane wee 
One 4 ue ae od, fs ae ‘ ete Ee 
: Mee i See es Rs =a Geet 7S et % 
: ae a eee aE (Ba eae Gee Sh, 4 3. 
? ; gee FG ? ; oe a = bys tone - 
eee ee es <0? gee, Se Sa es oe, 
} ' pine, . Bee Germ FR 2 ; ~ ane. Re ne .- ‘ a 
hon. 2 be, ‘ x eS ae oe od ‘ — - 
RF oge ae | fi! ° 7 oy Resshe 4 airs © os e ‘ \ = ‘ o 7 
a eee Ue Es ad ae = . te 2 ; : 
ro oe eas Lao of L ot te ty a F > \ - oo - 
. Prec Aiee ome ti eee oe ; ° Me TANS : as, a e <i | ‘- = 
; —— kcvkraily . i; , i» giles : . XN ree 
/ ~ Ree Wk js at \ ey 
\ i f ae a. dd he 
: oa , ce 
~ . mm . ae t : : | : 
{ — a Z oa YS " * ; a : 4 
oC AG —-s > 4 ak | a ree 
a oa : = . = ve 
' LF, _ «<< ~ ee Be | i >. 7 +i ee 
iy i —" -e ) : i 
; ——— : Y a Po £ sy - 
s i A a ; TV moanket. = - 
ve ——. 4 :° = 
~ . rae a <cae 
4 ae e. z ™ =" Pi ‘ ect 2 2 a 
: ; os Po Me Poe ee oF 7 : 
- = 3 ‘ . ee “es: r at : 
ad | ai Ae igh ae ; i _ 14 a ‘ 4 4 > 
ro} ode ash oe. me = 
- rs ‘ ‘ os P : Pei ue ia ee A ; 4 ne: 
: c » | Sees x ae OR, a 
~ Fea ee | ys-T - 
a EE ad - -* at “ a - ' : ud K TEXAS Ps rs 
» . . " , : . r 
‘ a a? i Me eee ay | f pyssos - - 
; siimmeein ee ae the, fl ae - = 
Pa fn ie he Tee S ee. 
- ot = on _ ~ oe 
Lo . el ent oe 3 j as 
: ; 1 \ o ~~ gt all i 
— - tt a — " . 7 pe i ea 
' sn ; —— > = 
——. -. a ws — KE oe 
——_ SS | KEoy 
: Pa Gs -T Vv 4 
: ™ -_ , PRin " 
~ Z % Texas = 
a, ™_ , ; - at 
— = . ae 
= az ———— = 
2, = — pt i e 
= \ — -_ wh — bad 
> an ‘ . ern ' - - re 
> —_— - oa 
= y A a /, 407 _ 
SES. = ee a 
“ . w | - es 
% | - = 
f up. 
" ; | ms has 
| Se iti 
~~ Tuite One | 
~ > 7 © oo 
i mal al 
° «© — : 
Pe , | 
| 
| gee 
3 ou 
| nen > ii 
a a ee 
; ; 
-_- ‘ ’ < 
_ i.) ae 
ee 6 , eee _ 
mg areas 
ae 
} ad 
| \ ; 
. s - ~ — —- % 
DUE e 
oS 
Fe “ eS 
= 
aa 
- 4 r 
— 
. ; ae. 
4 i : : 4 J © —e 
: pete ics fs Pate Ts eB aie ee Pes a " ee Be ew BIE ee ttle PIT OC Sn A earn i ; ie te et at 3 . : = 2 oR “1 ey : ae 
Fatal Fi ling : Pe ee Oe eee oe Mane wegen ee oe ee Bae Bie ST a be oes a ar aoe ae se ad. hie ie ee : : Hy 
a) aa elem oa ltbwete spans p/U Sa Serre ek a 38 oe c eyes ee ee a eae ae ie ee We eee eee eee os ee rae * Se See ee ees Os ze = Pas es. oe cl , seeniange — 
= enlace Mean pn ede eR ee ne ey nae ee en Ae eas ' aa oe eee. ne s ee he RD gi Oe cia) Siem ee eink Ragen Dae ie as os teres aS SE ae seat We: ‘ 
a gem et tt ee, SG AS emir ian Fi ty. Ry Ha ye aoe Pals MM Ae yen eee gin ap Bam me lee Be Le Reg 2s ae ae i (pire So A A eee oie oF Patty ee 
tee Mg. ern itn me EAE a Or ae ee Se ga me Ve Nae 6 a OM Rm Mie Sieg 0 oa oe eal ng eee 5 ee Tae ede Mt Se WR pgnic ey aca By Serger” gape rrymmecammnsie mmr TN Winey 9 > AGS kine ee eo eae | ec oem ie mn, Peete fe re tg RES ES er 


Advertising Age, January 13, 1958 


Some Major Account Shifts During the Year 1957 


In its Dec. 9 issue Advertising Age listed major ac- 
count switches made during the first 11 months of 
1957. To make the account change listing for the year 


Billing | 

ACCOUNT TO FROM (Estimated) 
Be GOUIOD centcntrccesncccsccscccscccccessoecees SD cabitintitinninnitnd I i $ 600,000 
*Air Transport Assn... Ketchum, Macleod ................... Bis eT OID escdlcbainitoeensctantrasbiodoans 335,000 
Alexander Smith div. 

(Mohasco Industries) .................. F. D. Richards Inc. .......cccceeeeee ey 6B, esti an 
Allstate Insurance 2.0.0.0... Se ee Christianson Advertising e 
je en Campbell-Mithun  ............000000 Earle Ludgin & Co. ...cccccccssesseses 
American Export Lines ................... Doyle Dane Bernbach Inc. ...... Cunningham & Walsh ...............- 

*American Insurance Co. ............ Grant Advertising ..........0000« Kenyon & Baker Co. co.cc 
American Sheep Producers Coun- 

Oy seitectitentincemptinnitettnninnnnnscnmseeened Potts-WoOdbury ......:cccccceseeeneed Botsford, Constantine & 

A ERSREE So renee aren 632,000 
Armour & Co. (all foods) .............. DE, We Ape B GOR cccccccccesccsceveed Tatham-Laird 

Henri, Hurst & McDonald ........ 3,000,000 
ASR Products Corp. .........ccccccceeereees Kenyon & Eckhardt ............0000 McConn-Erickson 
IEDs ti alae ac deulcncandiiechauaiatadions 2,000,000 
Avie RemtA-Cet cccccccrccrssssssescorceesceee N. W. Ayer & SOM ....cccccceeeees 1,500,000 
- i wi, Am-O 

re kee — wcciehgihielaeataaael Dancer-Fitzgerald-Sample ........ 2,000,000 
Baker's Franchise Co. .......... ciaiiaiea Emil Mogul Co. o..cccsceesecsreneens Kastor, Farrell, Chesley & 

RNID ssthccnincvavwepaiibeabictinddind 1,000,000 
*Baldwin Piano Co. .....cssseesseesvers i Erwin Wasey, Ruthrauff & 

IND: saiccnsestnicteinnncnereeniibinniiinncinns 400,000 
Bayuk CIQQrS ......ceccesersersereronnnneneners Feigenbaum & Wermen ............ Al Paul Lefton Co. .....ccccceeccesees ene 
Beatrice Foods (LaChoy) ..........-+ Maxon VNC. cosseressenesererenenceenenenes Foote, Cone & Belding ............ oe 
Beatrice Foods (dairy) Cunningham & Walsh ........s.00 Foote, Cone & Belding ........ . 1,000,000 
Beech-Nut baby foods Young & Rubicam ................00-« Kenyon & Eckhardt... 1,000,000 
*Beneficial Finance ........... Al Paul Lefton sonore veeeeeReach, McClinton 
Bigelow-Sanford Carpet D’Arcy Advertising ............c0000 Young & Rubicam 
Bissell Carpet Sweeper Leo Burnett Co. ......cccccceseeeseneeee N. W. Ayer & Son 
Bobbi permanent (Toni Co.) .........- Clinton E. Frank Inc. .......0000 II ancsrecdeccccnsisenvsnscniiin’ 
Pham Aaml Ce. ccccccscerccccsorcesscsscocsoces ee Erwin Wasey, Ruthrauff & 

SD dhiciniccehansncenenessbhmnenindaio 1,750,000 

i tv except 

yer — imei . ae Keyes, Madden & Jones .......... Joseph Katz Co. oooccccccccceceeneeeee 1,000,000 
Bowes “Sealfast’ Corp... Biddle Co. ......cssssesssrersesrenenenees Pettinger-Harding «0.0.0.0... ae 
* Boyle-Midway 

(AeroShave, Black Flag, 

Seni-Flush) .....cccceesrsserseerereessersees J. Walter Thompson Co. .......... Geyer Advertising 0.0.00... —— 
Breast-O-Chicken Tuna... Guild, Bascom & Bonfigli ........ Foote, Cone & Belding ............ 1,000,000 
Breeze (Lever Bros.) ........ccceeceeeeeee Sullivan, Stauffer, Colwell & 

BOESS  ccccccssccnevncecesccssoososoneoed EE ee ——s 
Brisk (Colgate-Palmolive) .............++ Cunningham & Walsh .......... Willige Esty Co. ...scccscccsssesesoscees 3,000,000 
Bromo-Quinine (Grove Labs) ........ Gardner Advertising ...........0000 Benton & Bowles ........cccccccecsee 1,000,000 
Brylcreem, Eno (Harold F. 

SITIO cnsnssisiinnencenenasneniile Kenyon & Eckhardt .........c0000 Atherton & Currier 2.0.0.0... 3,000,000 
*Buick division sof Kudner Agency ......ccccccccceeees 20,000,000 
Buitoni Foods Albert Frank-Guenther Law ....J). W. Thompson Co. ..... 1,000,000 
Copital Airlines Kenyon & Eckhardt ..........000000 Be Ts RD GD. eenitsccsncnssece 3,000,000 
Continental Air Limes... J. Walter Thompson Co. ........ Galen E. Broyles Co. ..... 1,000,000 
Corning Glass Works .......:c00se N. W. Ayer & SOM ......ccccceceeeed I a cacscane 700,000 
Paty IRE. ....0..cccrescecssrscsvcesresensenoeees BBD cnccccccrosccccsecscecscccnseccssocsssed Heineman, Kleinfeld ................ 1,500,000 
Cresta Blanca Wine Co. ...... ...Foote, Cone & Belding ............J. J. Weiner & Associates ........ 1,000,000 
*De Laval Separator... Marsteller, Rickard ......0-.0ersves mtd G GOD ccseiccscsessseessscecee 335,000 
*Doeskin Products .......... vodWeiss & Geller ........cccceceeseneneed Cohen & Aleshire 2.0.0... —_ 
Dole pineapple ........00sererene ..Foote, Cone & Belding ... N. W. Ayer & Som oo... 1,500,000 
Dri Mist (Max Factor) 2.0.0.0... Guild, Bascom & Bonfigli ........Anderson-McConnell .......ccc00000 ee 
DuBarry Products (Lambert-Hud- 

BE) nccrecoccsescecccarccccccesoonsonessosenscsees 
Dulfy-Mott .......sccscossosssesssrserseseseesoes 
Allen B. DuMont Labs .................0+ 
Eljer Plumbing Div. (Murray 

COPP.) — ccresereccrsocecccesoesseorensosssosesse Fuller & Smith & Ross ..........  f 2 ——— 
Emerson Radio & Phono ......... coLGrey Advertising 0.0.0... Martin L. Smith & Co. 2.0.0.0... 500,000 
Eureka Williams Corp. .........-. veEarle Ludgin & Co. wesc Al Paul Lefton Co. ..ccccccceeeees oe 
*Eversharp Pen Co. ....ccccccccseseeeeeens Benton & Bowles 00.0.0... Cunningham & Walsh ................ oe 


*General Beauty Products (Coty 
sub., Lilly Dache, Lucien Lelong, 


Marie Earle products) ..........-.-+-- SIE . insbicociciilipipesinanmennaneennetl ene BD Ce. ccsseceisiinsinscosiness 

General Telephone ..........0reeeees Kudner Agency 0... H. B. Humphrey, Alley & 

SEED. ssiisdanbiniebsisentindsssictonsene 1,500,000 
GHP Cigar Co. ...cscssesereresseesssrevens Compton Advertising ...........+. Norman, Craig & Kummel ........ 1,000,000 
Glim (B. T. Babbitt) ................+ Doyle Dane Bernbach Inc. ...... Dancer-Fitzgerald-Sample ........ 500,000 
M. K. Goetz Brewing Co. ...........————————— Compton Advertising ................ 500,000 
Gray Mfg. Co. recccecessseeenerersrsees Lewin, Williams & Saylor ........ French & Preston ...........ccc000 450,000 
Gretz Brewing ........c.scecereeseesersersvens Chew, Harvey & Thomas............ a 7 
Gunther Brewing .....ccccceeenehenmen & Newell... Sullivan, Stouffer ...0000......... 1,000,000 
Hamilton Beach ............ccscccceeeeeeeee Campbell-Mithun Erwin, Wasey .......... iensitiiediic 500,000 
*Hampden-Harvard Breweries ......Daniel F. Sullivan Co. ............MeCamm-Erickson 2.0.0... 400,000 
Heidelberg Brewing ........ Guild, Bascom & Bonfigli ........ MacFarland, Aveyard ............ .. 1,000,000 
G. Heileman Brewing Co. ........... Compton Advertising ................ Earle Ludgin & Co. ......ccccccces . 1,250,000 


complete AA has added to this list all the major 
switches made during the month of December. The 
December changes are identified by an asterisk. 


Billing 

ACCOUNT TO FROM (Estimated) 
Hush deodorant (Toni Co.) ............ North Advertising ............0000 EE ea ae 500,000 
Andrew Jergens Co. o.....cccccccceeees Cunningham & Walsh .............. Robert W. Orr & Associates 

Stockton, West, Burkhart ........ 4,000,000 
SSE Lennen & Newell ...................... Young & Rubicam .............00 008 7,500,000 
*Kiwi Shoe Polish Co. .0..........00000. Cohen & > gee cosniepenniiancil IEE BFR crcsicncvicrcencestensse a 
KLM Royal Dutch Airlines .............. a at Ss WH. FRR GER. scncsenitacoriancccsie 2,000,000 
Knox div. (Hat Corp. of Amer- 
ica) Henry Bach Associates ............ 
IIT INS. satehtracdisicctcennccuminineniiod Campbell-Ewald and 
Campbell-Mithun Ralph H. Jones Co. «0... 6,000,000 
Ee ee Kastor, Farrell ............... aRussel M. Seeds Co. ............... 2,500,000 
Jeomes Lees © SOR6 ....cccceeccssccssecceed N. W. Ayer & Son D’Arcy Advertising Co. «0.0.0... 1,000,000 
Lentheric Tweed (Helene Curtis 
SUINIUE «- ctcnsshnasvinnscmntvenssidssninsh RI DOOD cescsccccoscicccnsesnssvces -E. H. Weiss & Co., Earle 
RE By GD, ceesesencoscnsccsersens 1,000,000 
SE IID siscetrcescnticcsniceens J. W. Thompson Co. ........:::000 Foote, Cone & Belding ............. —— 
IOI GR. sinisnnsitsssittiansenesnnsicsensd PRR BOE, sccssccscovicesanesonittinnresia Foote, Cone & Belding ............ 2,500,000 
Manischewitz wine (Monarch 
DRUID sicnsceteriaiintbicvennne Lawrence C. Gumbinner Emil Mogul Co. .... 
*McGregor-Doniger McCann-EricksOn .......ccccccseneeeed Grey Advertising .........sese 
McKesson & Robbins (liquor) .......... Kenyon & Eckhardt .............. -Erwin Wasey, Ruthrauff & 
TENTED cintebsesconcsancsnsnunnitipetneccesces 
Meter Gate CG, nescccsccsssenssveceseseseed Cunningham & Walsh ............ Stockton, West, Burkhart 
OU aiiisniieisscstecinerinvcesinn Powell, Schoenbrod 
Bem B BORIS oscececccrececssccoseees Campbell-Mithun «0.0.0.0... 
Newport cigarets (P. Lorillard) ....Lennen & Newell ........... Young & Rubicam ...... 
| J. W. Thompson Co. .. Chambers & Wiswell 
Nucoa (Best Foods) ..... ild, - Dancer-Fitzgerald-Sample ........ 1,500,000 
PU I GD caceseccisccncicncstvntns Norman, Craig & Kummel ....... IIE SI, scsccccocesivssninnessace 6,500,000 

(also Eastside Brewing) .............. Young & Rubicam ... BED BRPETE GO. ccccescocscecsascscccosses 1,500,000 
Fie Mien. GUNOUE GD: ccsscccsscccsssseses Ruthrauff & Ryan St. Georges & Keyes «0.0.0.0... 1,500,000 
Portland Cement Assn. ................. J. W. Thompson Co. .......:cccccc0e Roche, Williams & Cleary ........ 1,000,000 
Prom permanent (Toni Co.) .......... SEI .. sctanctdteietisninind North Advertising ........0008 1,250,000 
Prudential Insurance ................00 Reach, McClinton & Co. ........ Calkins & Holden ... .. 5,000,000 
Railway Express Agency ................ BD, BD, AGS BAG, ccccccnvcsceiessnsied Robert W. Orr ......... anes 500,000 
gg Ree J. W. Thompson Co. ..........c000 I ae 
Regal Pale Brewing Heintz & Co. 0. 

BND WUD. sccccentainahetticsntniecnstonsessusienall Warwick & Legler 

C. J. LaRoche ............. 

Gee BRO Gee. coscscesenseccveseccsens 

Dowd-Redfield-Johnstone _........ 
i, EET Compton Advertising ............0 Warwick & Legler 3,000,000 
Be. Fs FAIR Be GOW cccetrotscccscsstncseesl Buchen Co. ciccccccccecscsseeeeeeeeCalkins & Holden 430,000 
| TE Sullivan, Stauffer ..................Hermon W. Stevens 1,000,000 
Savarin coffee (S. A. Schonbrunn 

Seen re scsseeeFoote, Cone & Belding ............ EN 1,000,000 
I TINS, | accevemnccuictiniatacaiiainal Benton & Bowles ..........cccesens Warwick & Legler occ 4,500,000 
*Seabrook Farms (Snow Crop 

PRED excccrcitinaitassiinnilisladintion Hilton & Riggio ......... A a ee 
Seagram (V.O., Golden gin) ......... Warwick & Legler Roy S. Durstine Inc. 

NI WB. | senencannccstnintesdintinenscnneccesn J. Walter Thompson Co. ..........Edward H. Weiss ............. 
Servel Inc. (refrigerator div.) ........ Walker B. Sheriffft ..........c0Hicks & Greist .............. 
Simplicity Pattern ........ccccccccccceeeeee Bryan Houston Inc. .......... Grey Advertising 2.0.0.0... 
Sof-Set (Max Factor) .......ccccccccees Guild, Bascom & Bonfigli.... ... Anderson-McConnell 

DG sbiescateininsincccnsevienneniansill MeCann-Erickson .........ccccceeeeees as MENTE ssistasactignschendntteenankaces 
Spray Net (Helene Curtis Indus- 

III civrsdcenconinstaeinanebemesstvietid McCann-Erickson Earle Ludgin & Co. .....ccccccccceenne 3,000,000 
Stag beer (Carling Brewing) ........ E. H. Weiss & Co. ........ Erwin, Wasey «0.0.0.0... eee 800,000 
*Stegmaier Brewing Co. ................ Calkins & Holden... McCann-Erickson ——— 
Stopette (Helene Curtis Indus- 

CITI 6cieensexintasantacdnitmscncevesessessovees BR. OE. Whee G Ge. crecccsveccstncntens Earle Ludgin & Co. ......ccccccceeee 1,000,000 
Strongheart dog food (Doyle 

Packing Co., eastern area) ........ Geyer Advertising Roy S. Durstine Ime. 0.0.0.0... 
Studebaker-Packard 0.000.000... B. D. Adams 

(also Mercedes-Benz) .... Benton & Bowles ...........ccccc0cc00 8,000,000 
*Sun Oil (except industrial) .......... William Esty Co Erwin Wasey, Ruthrauff & 

EDD ccsccnsmiseniapeiniiliiiaii 2,800,000 

Swan (Lever Bros.) ......cccccccccccceseee Needham, Louis & Brorby ........ TIED. ssihiislidiineinsiiitinnimndssibapatiacctiies 400,000 

Tidewater Oil ...........cccccccee tae Foote, Cone & Belding ............ Buchanan & Co. ooo...ccccccccccsesees 5,000,000 
Tidy House Products .............ccc000 Earle Ludgin & Co. oo... Buchanan-Thomas 

MeCann-Erick son oo... .cccccccesesnee 1,500,000 

Thomas Industries ..............cccccceees Henri, Hurst & McDonald ........ ER 500,000 

Warner Bros. Pictures .................00 EY 2 eee Blaine-Thompson Co. oo... 700,000 
NED GIF NID penisninsenscsenmessseinion eae Buchanan & Co. 
*}Whitehall Pharmacal Co. ............ a <Grey Advertising 

*Rudolph Wurlitzer Co. ................ Oe GT, POR .cccocsscevesicccentons Shoaf Advertising 2.0.0.0... —— 

FZenith Radio Corp. ..........:0:00++00..——<$<= Earle Ludgin & Co. ooo. ..ecccccsceee 1,000,000 


' Announced switch to EWRR for Jan. 1, but then “delayed” it and may remain with Hoyt. 
§ Grey lost account in December; Tatham-Laird was appointed Jan. 2, 1958. 


Charles E. Hires CO. .occccccccccccceeeeees | a Se Lee 800,000 tt Walker B. Sheriff liquidated the agency bearing his name and joined Roche, Williams & Cleary, Chi- 
Lewis Howe Co. (Tums, NR) ......... MeCann-Erickson .o........ccccccee Ruthrauvff & Ryan, Dancer- cago, in January ‘57. 
Fitzgerald-Sample  .............. 2,000,000 | = Zenith will leave Ludgin in March or ati but has not selected a new agency yet. 
Milner ‘Switching to Radio |will be placed on the company’s Hoy Succeeds Father at WLAM | Schneider to Ideal Toy United Shoe Adds Agency 


Dumas Milner Corp., Jackson, “Homemakers Forum,” Florida va-| » parker Hoy, formerly busi-| Morton S. Schneider, formerly | 


Miss., maker of Pine-Sol and Per- | ©@tion promotion, 
ma Starch, has appropriated $2,- 


United Shoe Machinery Corp., 


jness manager of WLAM, Lewis-| advertising and sales promotion) Boston, has named Grant & Wads- 
| Wesnee Promotes Cohen ton, Me., has been named presi- | manager of Dayton Rubber Co., has| worth to handle trade show pro- 


000,000 for its 1958 advertising ex- : e ident and general manager of the | joined Ideal Toy Corp., New York,|motion and prepare promotional 
penditures, a one-third budget in- uae came tor ee sa radio station, succeeding his fa-! as sales promotion manager. folders and brochures. Sutherland- 
crease. About $1,000,000 will go to Pictures, has been named home of- | ther, Frank S. Hoy, who has re-| Abbott, Boston, will continue to 
network radio, the company re- fice advertising manager with|tired. The elder Mr. Hoy was) Equity Is Named handle other advertising. 


ports, including increases on addi- | headquarters in New York. Gilbert | @Ssociated with the Lewiston See! Equity Advertising, New York, 


tions of “Nora Drake,” “Ma Per-| Golden, national advertising man-|Journal for more than 40 years, | has been named to handle the Na- |Macklowe Joins ‘Living’ 


kins,” “Breakfast Club” and “Kate | ager, and his assistant, Richard|much of that time as business | tional Antiques Show, to be held 
Smith.” Television spots, newspa-| Lederer, formerly located in New|manager. He left the newspaper |in March at Madison Square Gar-| House Beautiful, 


Harry Macklowe, formerly with 
has joined the 


pers and business papers will alse| York, have been transferred to the|in 1945 and assumed control of | — ro same agency handled the oe bee sales staff of Living for 
show last year. oung Homemakers. 


be used and expanded emphasis | company’s studios in Burbank. WLAM in 1947. 
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In any market only 
one newspaper is 


Newspaper Number One 


In San Francisco it's The Examiner 


45% of the total advertising 
}¥_¥ published last year in 


—— San Francisco’s four newspapers 
ie appeared in The Examiner. 


The Examiner published more 
than 32,000,000" lines of full run 
advertising at full run rates... 
11,800,000 lines more than 
its nearest competitor. 


Whe 


More circulation in northern Californie 
than any other newspaper- daily or Sunday. 


+The San Francisco Examiner 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE INC. COPR, 1957 H. P°C. Inc., S. F. Examiner Div. Alll/rights 
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PHOTO REVIEW 
OF THE WEEK 


HOW NOW, BROWN 
Cc OW ?—January 
is Hot Chocolate 
Milk Month, 
pretty Ginger 
Alyson points out 
as she heats up a 
brown cow with 
blanket and ear- 
muffs. The 
month is spon- 
sored by the 
Chocalate Milk 
Foundation. 


DOUBLE TAKE—New Orleans residents were startled at the choice of 
beverages offered on this outdoor board. It all came abaut, says 
Harley B. Howcott of Fitzgerald Advertising Agency, because of 
damaged equipment which delayed completion of bulletin rotation. 


VISUAL SLOGAN—Calvert Distillers Co.’s painted bulletins in Min- 

neapolis put the Calvert Reserve “Clear Heads Agree” slogan into 

visual form. Walter C. Houghton, advertising manager for the brand, 

says the company will convert its major painted bulletins in 12 to 

15 other cities to similar outdoor signs. A. Asch Advertising, New 

York, designed the board, and Naegele Outdoor Advertising Co., 
Minneapolis, executed it. 


CHEERY—Dottie Filo sets the mood 

for National Cherry Week as she 

displays point of purchase material 

offered by the National Red Cherry 

Institute for the Feb. 15-22 promo- 
tion, 


RICHARD J. WIECHMANN has been 
named ad manager of International 
Paper Co., New York, succeeding 
Willard Von Hagen, retired. Mr. 
Wiechmann formerly was adver- 
tising supervisor of the New York 
Telephone Co. and previously was 
with Grant Advertising. 


LOOKING BACK—Shirley Barnett, media director of Advertising Inc., 
Birmingham, “modeled” a 1919 Dodge in an “Old & New” New 
Year’s commercial for Holladay Motors, Bessemer, Ala. 


ll 


yy 


Diller Borendame 


HONORED—Howard F. Barrows, retired ad manager 
of Austin-Western Co., Aurora, Ill., receives a plaque 
far his “many years of service and leadership in 
industrial advertising” during ceremonies at a spe- 
cial luncheon of the Chicago chapter of the National 
Industrial Advertisers Assn. Making the presenta- 


Ceperly Barrows Irvine 
tion is James Borendame, Acme Steel Co., Chicago, 
chapter president. Looking on are Robert Diller, 
Mr. Barrows’ successor at A-W; W. R. Ceperly, Ful- 
ler & Smith & Ross, and R. H. Irvine, Thomas Pub- 
lishing Ca. Mr. Barrows was president of the na- 
tional NIAA in 1933-34, 


TO COME?—Aluminum Co. of America’s “packages of the future” bear 
little resemblance to the containers of today. The drum containers, 
shawn here, are designed for dry products which can be dispensed 
through a shaker top. The tripod container holds liquids. Frozen 
foods, ice cream or similar products are packaged in the triangular 
containers, which nest to form a cube. Liquid sprays are packaged in 
the spherical shaped aluminum container. Harley Earl Associates 
created the packages. 


HEALTHFUL—The kitten, too, enjoys fresh milk as shots are made for 
the Puerto Rico government’s campaign to educate its citizens on 
the benefits of milk. One of the principal media for the promotion 
is theater screen advertising produced in the U.S. by Alexander 
Film Co., Colorado Springs, shown here in action, 
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There's nothing so powertul as an idea ! 
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The right idea can change the everyday 
living habits of millions of families. 
And that’s the kind of ideas Better 
Homes & Gardens specializes in. 
Every page of this famous idea 
magazine shows men and women 
whose first interest is home and family 
how to make their dreams come true. 
The dream could easily be a new kitchen 
—a wonderful new kitchen where Dad 
and Junior can shine as part-time chefs 
and Mother and Sis can whip up a 
plain everyday sandwich or a holiday 
feast with equal pleasure. 

Better Homes & Gardens keeps nudging 


the family toward their goal with ideas that 
set them to talking and doing and then 
buying all the things they need to put 

their plans into practice. A new 

. kitchen leads to all sorts of new 
} habits—to new interest in kitchen 
equipment, and cooking and foods. 

, What a sales climate BH&G 
provides for any product that 
contributes to better family 
living! It’s unique among all the 
major media. Meredith of 

Des Moines . . . America’s biggest 
publisher of ideas for today’s living 
and tomorrow’s plans 


aa 


ot America reads BHal; the family idea magazine 


4,350,000 COPIES MONTHLY 
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Swedish Directory Published 
Kompass Publishing Co., Stock- 

holm 3, has published a directory 

of Swedish trade and industry 


called “Kompass Sweden.” The di- 
rectory is based on a system of 
cross references and includes in- 
formation by product and by com- 
pany. 


MacCrystall Appointed 
William F. MacCrystall, former 
general manager of KOAT-TV, 
Albuquerque, N. M., has joined the 
sales staff of H-R Television. He 


has been assigned to the Los An-| 


geles office. 


Chesley, Claggett See Ad Spending 


(Continued from Page 2) | 
consumer dollar will be keen. The! 
problems of agencies will become 
greater and more challenging, he 
said. 

“New and modern approaches 
must be adopted to keep pace with 


PASTA FAZOOL 


ONE OF A SERIES OF RECURRENT NIGHTMARES 
AT GUILD, BASCOM AND BONFIGLI— ADVERTISING 
SAN FRANCISCO, LOS ANGELES, NEW YORK, SEATTLE 


— 


you THEENK 
GUILD», BASCOM, »*° BONF/6éL! 
CAN EENTRODUCE MY 
FINE PRODUCT EEN 
YOUR FINE COUNTRY 2 


HOWDY, MAM...WOULD'ST 
weg TASTE A NEW 


MR. FAZOOL ... 
WE’D BE DELIGHTED TO 
HANDLE YOUR ADVERTISING... 


Increase Used to Offset Economic Dip 


the advertisers’ changing needs,” 
he warned. “The creative agency 
employes will have to produce big- 
ger ideas and increase efforts to 
merchandise the advertising dol- 
lar with continual pre-testing and 
post-testing of the clients’ cam- 
paigns.” 


He added that as clients re-ap- | 


praise the role they expect the 


agency to play in the future, a new | 


emphasis is being placed on mar- 
keting. 

“At D’Arcy we talk about our 
company as the D’Arcy Advertis- 


ing & Marketing Agency, because | 
/marketing is an integral part of all 


modern agencies’ service,” he said. 


es Mr. Chesley stated that most 
companies today are more cost- 
conscious than ever before. The 
higher cost of advertising finds 
many searching for ways to eco- 
nomize, and at the same time to 
maintain their levels of advertis- 
ing or increase them slightly. For 
some companies, any increase in 
advertising budgets will simply re- 
flect the boost in cost for media. 

“This year will probably be an 
advertising year that will put the 
best selling efforts of both media 
and agencies to their stiffest post- 
war test,”’ he remarked. “Econom- 
ic conditions will call for changes 
in advertising strategy for many 
clients, who quite naturally feel 
that 1958 is a year in which they 
can least afford to waste their dol- 
lars. 

“Agencies will be called upon 
for a re-evaluation of media used, 


Advertising Age, January 13, 1958 


to be certain that what is spent is 
buying the best value possible. 
They will be asked for more and 
more marketing services, primarily 
|} because companies they serve be- 
lieve they’ll need it, and partly be- 
cause they just want more for 
| their money.” 


GARDNER ADS DESCRIBE 
|CLIENT, BOOST SELF 

St. Louis, Jan. 8—Gardner Ad- 
vertising Co. used an unusual ap- 
proach to tell its year-end story in 
the business review sections of the 
St. Louis Globe-Democrat and 
Post-Dispatch. The approach: a 
separate 50-line ad for each of 23 
different clients. 


These were individual single- 
column ads_ spotted throughout 
the review sections. Each was 


‘headed by appropriate art symbol- 
izing the client’s product or service; 
}one-to-three word headlines; ap- 
proximately 40 words of copy, and 
the Gardner signature. 

The copy described the client’s 
business and how Gardner helped 
to sell the product or service. It 
closed with a one-sentence pitch 
for new business. + 


Conners Forms Own Agency 
Robert Conners, former partner 
in Ketters-Conners Co., Cincin- 
nati, is organizing a new agency, 
Webster Advertising Co. Offices 


will be at 4165 Glenway Ave., Cin- 
cinnati. 


Spitzer Joins Rubinstein 

Murray Spitzer, formerly of 
Broderick-Spitzer & Associates, 
marketing counsel, has joined the 
executive staff of the marketing 
and merchandising division of Hel- 
ena Rubinstein Inc., New York. 


Jim 


A, advertising manager of three of America’s 
most important retail outlets, Jim Cumming 
learned early to appreciate the mutual depend- 
ence of memorable advertising and powerful mer- 
chandising follow-up. That’s one reason why Jim 
Cumming is Vice-President and Account Director 
here at Anderson & Cairns. For models of follow- 
up and follow-through, have a look at Jim's con- 
tribution to United-Carr Fastener Corporation, 
Dow Corning Corporation, Chatham Blankets 
and Lee Hats, to mention a few. As Anderson & 
Cairns’ official point-of-sale spokesman, Jim has 
authored two books—“*The New Sales Promotion 
| in the Textile Industry” and “Keys to Selling 
Department Stores’’—as well as more than 100 


BUT UNDERSTAND.. 
' DON?T WANT 
ZEE WILD 


\Y 
Wt 


articles. If you'd like the full details on “‘retailized 
POINT -WITH- PRIDE 
DEPARTMENT 
Ordinarily we mention here some new account 
or sales record or other smashing success... 
actually, nothing much happened this month. 
Sorry... 


‘Course we're still in there pitching for such 
clients as Skippy Peanut Butter, Best Foods 
Nucoa, Ralston Wheat Chex and Rice Chex, 
oe Ry-Krisp and instant Ralston, Harry and David's 
oe Fruit-of-the-Month, Mother's Cookies, Farmer 
John’s Ham and Bacon, Mary Ellen's Jams and 
: Jellies, Breast-O’- Chicken Tuna, Max Factor’s 
q Sof-Set, and Heidelberg Beer. 


national advertising” from a man who speaks the 
retailer's language, call Jim Cumming at Anderson 
— . . e i 
& Cairns: MUrray Hill 8-5800. 


ANDERSON & CAIRNS, INC. 
Advertising of Distinction 
130 East 59th Street +» New York 22,N.Y. 
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tends to minimize immorality. Our Co H | the tranquilizers are prescribed for;where patients no longer argue 
f i pessnech techniques, when applied Drug Ads ntinue |“more or less normal people,” with | about everything. “I’m sure we all 
to our freely competitive marketing f, H | clinical reports showing that they know some clients who need them,” 
society, can be a force for a more Doctor s Education, reduce chronic hostility to the point | she quipped. + 


profitable, dynamic economy and Dorothy Noyes Says | 


a more fulfilled nation. 


A RICH SEVEN COUNTY MARKET 


RETAIL SALES: $233,086,075 


(Continued from Page 3) 
| The ads, which will appear at tion for patients. They don’t have 
|least once monthly, end with the time normally to draw diagrams. 


notation: “Published as a service | “This is an area in which doctors, In the heart of Wlinois 

to the advertising industry and the |admen and the pharmaceutical in- Rich in agriculture . . . booming 
|consuming public by McCall’s, the | dustry can cooperate,” Miss Noyes industry—a stable, high income 
|magazine of Togetherness.” said. market (average fam y income 


on 5 
| McCall’s declined to give the The agency woman paid tribute 207% above national average). 


|names of other ad execs to be fea-| to the pharmaceutical industry for| 178,635 EXCEPTIONALLY PROSPEROUS PEOPLE 


|tured in the series. helping to improve the nation’s Th 
e DAILY PANTAGRAPH 
BEN HALSELL has been promoted to|_, The ads were developed by Mc-|health. She noted that there has pays off for advertisers with 
the new post of director of adver- Call’s and placed by Donahue & been criticism of the widespread exceptionally high reader traffic . 
a . Coe. + use of tranquilizers, but she said: | achieved by editing to the interests 
7 tising and promotion of Texas Co., “Anyone who has seen how the of the people who rely on it. 
New on A formerly was mer- Graphic Arts Studio Opens tranquilizing drugs have emptied fer « bigger sales “pay-off”... -sthotito tn 0 tan dale mashes 
chandising manager. | Graphic Arts Center Inc. has the prison-like wards of our mental 
opened a studio at 6 W. 48th St.,| hospitals will take off his hat to the THE Daily Pantagraph 
. New York. The company provides |scientists who made them possi- COMING TE MAAR, Uh 
Admen Are Solid sales promotion and marketing) ble.” onl pte agate 2 robb ogthr 7 
aa ’ woe services. Miss Noyes also pointed out that [ididdididallsAdiAiAdlalaIisi i ialieiaateaiaiibal 
Citizens, ‘McCall's =e 


* . ’ 
Says in ‘Time’ Ads 
(Continued from. Page 3) 
the new Edsel account.” 

Mr. Taylor, “who looks like a 
banker,” was quoted thus: “We are 
not Madison Avenue or ‘Ad Alley.’ 
Advertising is really the Main St. 
of the American economy and our 
system of distribution. Somehow, 
the impression has grown that we 
are a strange people with a special 


language and a frivolous outlook. x . ~ 

Actually, we are an industry of ts R }: kK | | NG S FO R 
creative business men, who can a 

never forget the solid, serious stew- 


ardship we have of other people’s 
money.” 


Mr. Taylor further pointed out, 7 
, “Advertising has a _ responsibility | H 3 N kW i KA R O fk 1 g 5 S 

to the public which the public 

should know we never forget... 

Our basic responsibility to our cli- 

ents is to move more of their goods | = 

. . »« Every decision we make... f h f: . 

has to be a responsible one, based ro 1) t ec astest PrOWINE 

on bedrock business judgment.” 


® The second ad in the series, slat- . 

ed for the Jan. 20 issue, will feature i 

Donald B. Armstrong Jr., “fair- photoengravers of th 1S decade 
haired new corporate vice-presi- 

dent up at McCann-Erickson, gilt- 
edged advertising agency doing 
some $250,000,000 a year. Like the 
agency’s famed president, Marion 
Harper, young (42), vital Donald 
B. Armstrong Jr. is a research- | 
minded man.” 

The ad then reports the Arm- 
strong defense of research— 
“knowledge revealed; not persua- 
sion hidden.” 

“The creative person is still the 
soul of advertising,’ Mr. Arm-| 
strong says. “Research is a tool that 
gives the creative person greater | 


. 

scope and accuracy and thus sharp- ~ 
ens his efficiency as a ae utc In XS e V l we nc 
force in today’s economy. 5 bd 
s “Because of research, we can 
know exactly what goods and serv- C, . P/ 7 ° 
ices to produce and how to get the 71S 10 10t0en gg) GUNG 
most out of our advertising and 
media to distribute them more 
profitably. We are living, not in a 
an ‘age of manipulation,’ but a vig- i 43 N ° Ravenswood Aven ue Chicz vo 1 3 
orous ‘age of measurement.’ 9 ~ 

“Let’s not underrate the intelli- | 
gence of the American consumer,” 
warns Mr. Armstrong. “It’s fun to} 
read about a ghostly group of ma- 
nipulators. But persuasiveness by 
appealing to emotion goes back be- T ae athee , ny - F pte P > 
Se auiate Now serving twenty major advertising agencies 


“Revealed knowledge 1 sually 


| and their branches throughout the country 
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See page 74 
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alesse 


Holds Paper 
Memos, Recipes, 
— ~ ey | Grocery Lists, 

usiness Reminders, etc., 
@ USEFUL * without pins or TACKS. 


PREMIUM for the HOME 


Each board complete with accessories, pecked 
in attractive box with above cover design. An ex- 
cellent gift for all occasions. May be imprinted. 


Send for literature and prices 
WEINMAN BROTHERS. inc. 


3260 W. GRAND AVE., CHICAGO 51, ILL. 


Boston, Jan. 7—The oft repeated 
charge that trading stamp costs 
are passed on to consumers in the 
form of higher prices is contradict- 
ed in a new report, “Who Profits 
from Trading Stamps?” appearing 
in the November-December Har- 
vard Business Review. 

“Consumer gains from premiums, 
by all indications, have not been 
offset by price increases—at least, 
not food prices,” according to Eu- 
gene R. Beem, assistant professor 
of business administration in the 
business school of the University of 
California at Berkeley, who wrote 
the report. 

“Indeed,” says Mr. Beem, “it does 
not appear that food prices in the 
aggregate have increased at all as 
a result of stamps. There are prob- 
ably exceptions to this conclusion 
in certain cities, and there may be 
exceptions in particular cases in 


all areas, but my general conclu- 
ision is supported by trade sur- 


Competitors, Not Consumers, Pay Cost 
of Trading Stamps, Declares Prof. Beem 


veys, by analysis of food price 
changes in cities of varying stamp 
saturation and by logical analysis,” 
he says. 


s Mr. Beem’s primary evidence 
that stamps don’t boost food prices 
comes from a comparison of food 
price gains reported by the Bu- 
reau of Labor Statistics for various 
cities. 

“Analysis of the price data gath- 
ered by the Bureau of Labor Sta- 
tistics is the clearest indication that 
stamps have not forced up food 
prices in general,” Mr. Beem ob- 
serves. “In fact,” he says, “these 
data suggest that stamps may have 
held down price increases, a ten- 
able hypothesis in the light of the 
fact that price reduction has been 
the dominant strategy used by non- 
stamp stores to counter stamps.” 


s The argument that food retail- 
ers who give stamps bury their 


200 COPIES OF REVISED LIST READY...10:57 A.M. 
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Stamp Saturation and Food Price Shifts* 
Degree of stamp Food price Food price 
saturation in % of supermarkets chang change from 
supermarkets, using stamps, Jan., ‘53 ‘47-'49 average 
Aug., 1956 Aug., 1956 to Jan., ‘56 to Dec., ‘54 
75% OR MORE 
IIIINS .. sintscnssiansaipenatiaininanibcnctbemedael 75.0% —1.4% + 10.0% 
Detroit —2.6% +11.7% 
Philadelphia —17% +11.3% 
50% TO 75% 
SII. cnininiiinunapinnetiomnnstipeipiniiaieacliabaili 57.1% —2.3% + 83% 
SN TIER icntenesnicnsnselnnctaninitubepusicdaasandinds 50.0% —0.7% + 9.0% 
Cincinnati —1.2% +11.1% 
ID cendicisnntisncssitinict ienesviilaaailiiiie +0.3% +10.1% 
25% TO 50% 
SEMIN: sslibicieepnipericihbiivisntinlateadigieniadinia —1.7% + 6.8% 
Cleveland ..... —1.8% + 7.7% 
Houston ............ —3.6% + 8.8% 
Minneapolis —2.4% + 9.1% 
SED teistansestnimeonenbannidnion +0.8% + 88% 
NO STAMPS GIVEN (AUG., ‘56) 
WRIOR cecccccssssscesovecnnccnscesccsccsessevten 0 —0.3% + 8.1% 
Chicago .........+.. 0 —3.1% + 67% 
los Angeles 0 —1.2% + 8.6% 
San Francisco 0 +0.6% +10.7% 
IID sncincivictiinsscnntessnsienensiiniversiniasinn 0 +0.9% +10.5% 
*Source: “Consumer Price Index’ of the U. S. Bureau of Labor Statistics. Extent of 
stamp saturation is shown in “Retail Food Prices by Cities’ published by U. S. Bureau 
of Labor Statistics, September, 1956. These data are cited by Eugene R. Beem in his 
study, ‘Who Profits From Trading Stamps?” The table is abridged. 


cost increases assumes, Mr. Beem 
says, that either the competitors 
also increase prices or that price 
increases can be spread out and go 
unnoticed. 

“The first assumption does not 
hold up very well,” he asserts, “‘be- 
cause few areas seem to lack ag- 
gressive non-stamp groceries.” 

The argument that a 2% price 
increase can be spread thin to 
avoid the customers’ detection, Mr. 
Beem goes on, underestimates the 
extent of comparison shopping be- 
ing done by consumers. 

“It may be argued that prices 
on rapid turnover items—typically 
20% of store items—must be held 
in line but that hikes can be ap- 
plied judiciously to the remaining 
80% of the assortment without 
much loss. 

“The fallacy in this argument,” 
says Mr. Beem, “is that the fast 
moving 20% typically account for 
80% of all sales; the remaining 
items do only 20% of total volume. 
To add 2% to the total revenue by 
price increases on the latter would 
require prohibitive price increases 
averaging 10% without affecting 
unit sales. This,” Mr. Beem con- 


cludes, “would be out of the ques- 
tion.” 


s Who, then, does pay the cost 
of stamps? Mr. Beem believes that 
“for individual stores with effec- 
tive stamps, increased sales volume 
has reduced operating expense ra- 
tios at least enough to offset stamp 
costs and thus has shifted the cost 
burden to competitors.” 

“For the retail grocery industry, 
as a whole, it appears that at least 
half of the stamp cost during 1955 
and 1956 was offset by declining 
profits—reduced earnings for stores 
with ineffective stamps and de- 
clines for some of the stores which 
have lost volume to stamp outlets.” 

There is little doubt in Mr. 
Beem’s mind that stamps are gen- 
erally quite popular with stamp- 
giving merchants and with shop- 
pers. Much of his report is devoted 
to statistics indicating that stamp- 
giving merchants are doing more 
business and taking more profits 
than non-stamp competitors. 

He does, however, go into con- 
siderable detail about why stamps 
fail to help some merchants. The 
main trouble, Mr. Beem says, is 


200 copies in thirty minutes, maybe less. 
That's fast. And easy, too, with the help 
of Hammermill Duplicator paper. 

Lint-free Hammermill Duplicator is a 
non-curling sheet, gives up to 200 out- 
standingly bright, easy-to-read copies 
from a single master. It has the strength, 
bulk and firmness you need for fast, 
trouble-free production with no strike- 
through. Whether you have a spirit dupli- 
cating machine or an Azograph, you'll 
find Hammermill Duplicator helps you 
turn out clearer, better-looking price lists, 
charts, bulletins, instruction sheets, reports. 
Comes in a clean, bright blue-white—and 
six attractive Signal System colors. 


FOR LONGER RUNS, use Hammermill 
Mimeo-Bond. Made especially for stencil 
duplicating machines, Hammermill 
Mimeo-Bond gives up to 2,000 clean, 
sharp copies per stencil. Its exclusive “air- 
cushion” surface speeds production because 
it eliminates slip sheeting—allows ink to 
dry without messy set-off. 

To get better results from your office 
duplicators, specify Hammermill Dupli- 
cator and Hammermill Mimeo-Bond. 
Both contain Neutracel*, Hammermill’s 
exclusive hardwood pulp which gives 
a smoother surface for better-looking 
copies. Hammermill Paper Company, 
Erie, Pennsylvania. 


HAMMERMILL work rasr! 


DUPLICATING PAPERS 


GOLD OR SILVER EMBOSSED + DIE OR SQUARE CUT 


FOIL SEALS AND TAGS + FLAT OR GLOSS INKS 
GUMMED AND UNGUMMED + FLAT OR IN ROLLS 

FOR HAND AND AUTOMATIC LABELING + HEAT 

| SEAL + PRESSURE SENSITIVE AND OTHER SPECIAL 
| ADHESIVES . . . he 7 ; 


FOR YOUR LABEL PROBLEN 
CALL A LABELSMITH TODAY. 


phon TA hn 40 


By 


910 WEST VAN BUREN STREET 
CHICAGO 7, ILLINOIS 
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that many merchants fail to ana- 
lyze first their merchandising op- 
erations with a view to attaining 
the greatest advantage over com- 
petitors. 


s “Trading stamps,’ Mr. Beem 
says, “should be weighed against 
alternative ideas for enhancing 
sales before management decides 
to adopt them or to drop them... 
The fact that stamps are a domi- 
nant appeal with only a few 
consumers means that retailers or- 
dinarily should look for differenti- 
ation opportunities in their basic 
merchandising programs before 
considering stamps. If they have 
exhausted the capacity to achieve 
or expand a distinct and widely 
appealing image of their store in 
consumers’ eyes, a problem which 
many supermarkets faced in the 
1950s, stamps warrant considera- 
tion.” 

One reason stamps should be 
among the last considerations, Mr. 
Beem goes on, is their high price 
and the high gross gain needed to 
make stamps pay for themselves. 

“Whether a retailer should adopt 
or retain stamps depends on wheth- 
er his operation meets the common 
denominators of successful stamp 
operations,” Mr. Beem asserts. He 
sets forth the following six points 
as conditions of success: 


e That the merchant be relatively 
small in terms of market share so 
that he needs only a modest pa- 
tronage diversion from competi- 
tors. 


e That the average transaction be 
large enough to make the number 
of stamps given significant. 


e That he have enough slack in 
his operations to absorb sales in- 
creases with little or no increase 
in operating costs. 


e That he have exhausted his ca- 
pacity for achieving widely appeal- 
ing differentiation or protection 


through basic price or non-price 
merchandising attributes. 


e That he be up to, or at least close 
behind, his competitors in terms 
of over-all basic merchandising at- 
tractiveness. 


e That he be able to participate 
with an exclusive franchise in a 
strong stamp program embracing 
numerous non-competing retailers 
in his neighborhood. At least one 
high volume retailer—a supermar- 
ket or a department store—should 
be in such a program. 


® As for the general future of 
trading stamps, Mr. Beem says: 
“There is no indication that stamps 
are about to fade to the position 
of relative insignificance which 
they have occupied throughout 
most of their history. . . Unless 
there is a sharp depression or dis- 
covery of another revolutionary 
manner for reducing food distri- 
bution costs, the major factors that 
led to stamp ascendancy will con- 
tinue to influence the market. 

“Many retailers,” he adds, “have 
looked at stamps as a fad—some- 
thing which catches the consumer’s 
fancy for a few years, then loses 
interest for him (or, better, her). 
There does not seem to be any 
basis for this conclusion.” 


S&H CAMPAIGN TELLS 
OF RESEARCH RESULTS 
NEw York, Jan. 7—Sperry 
Hutchinson Co., largest U. S. trad- 
ing stamps operator, broke a new 
national advertising campaign in 
15 news and business magazines 
and two newspapers this week to 
report data indicating that con- 
sumer prices have risen the least 
where trading stamps are in use. 
Designed to reach influential 
groups in all segments of American 
life, the campaign will consist of 
five ads to appear monthly in 17 
publications. Described as a public 
information campaign, it will sup- 


nation 


world 


‘= 


products than any other 


for conventions, trade association shows, 
industrial and commercial exhibits... 


SELL MORE where 


“ _—_—— 


© to the most diversified audience in the 


@to the most influential buyers in the 


in the show place of the nation's capital 


Only the modern, fully equipped D..C. Armory 
offers you an audience that is responsible for 
influencing more people and more purchasing 
agents of more organizations to buy more 


MORE Is sow 


— 


mit Wey 


es. 


athens Re! 
ae 
—— 


@ 76,000 sq. ft. 
of unobstructed 
floor space on 
main level —plus 


da At 


in the world... 


Government Agencies 


Industrial Groups 


Ideally bocated . . 


mation—write, wire, or phone: 


‘D.C. NATIONAL 


FE od 


. « 


Union Organizations 
Military Organizations Diplomats 
Statesmen 
. .. and other dominant groups 


. near Capitol Hill, the Pento- 


gon, government offices, private industries, and 
close to Union Station and National Airport. 


For FREE colorful brochure and further infor- 


Arthur J. Bergman, Manager - 


prestige choice for your next convention - — 


an additional 
60,000 sq. ft. on 
lower level. 


@ Catering and 
restavrant facili- 
ties. 


@ Convenient 
drive-in facilities. 


@ Parking for 
1,500 cars. 


GUARD ARMORY 


CAPITOL STREET © WASHING 


LINCOLN 7.9077 


plement the company’s promotion- 
al advertising in newspapers and 
on radio and tv spots currently be- 
ing used in most major markets. 

The information campaign 
stresses the findings of university 
researchers, including Eugene R. 
Beem, of the University of Califor- 
nia, and Albert Haring and Wallace 
O. Yoder, of Indiana University. 

The first ad of the series ap- 
peared in the Jan. 6 issues of Ap- 
VERTISING AGE and Time. Other 
publications scheduled include 
American Press, Atlantic, Broad- 
casting-Telecasting, Business 
Week, Editor & Publisher, Farm 
Journal, Harper’s, Harvard Busi- 
ness Review, Ladies’ Home Jour- 
nal, National Publishers Auziliary, 
Printers’ Ink, Quill, and U. S. News 
& World Report. 

The two newspapers are the New 
York Times and the Wall Street 
Journal. 

Sullivan, Stauffer, 
Bayles is the agency. + 


Colwell & 
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Niles’ New Cross-Country newspapers, $3,528; merchandising 
Network Gets Pfizer Spots of advertisements, $6,000; art pro- 
Cross-Country Network, a whol- | duction costs, $7,000; a color film 
ly-owned subsidiary of Fred Niles|0 industry, $14,500; promotional 
Productions, Chicago-Holly wood |!iterature and direct mail bro- 
film production company, gets its|Chures, $11,600; pr and meetings, 
first national sponsor with the pur- | $8,500; reprints, $2,000; mailing 
chase of 902 spots by Charles | list, $500; newsletters, $2,000, and 
Pfizer & Co. through Leo Burnett|@ reserve and contingency fund, 
Co. The Pfizer campaign will run | $°,000. 
for 26 weeks starting Jan. 27 on 
40 tv stations. 

Cross-Country is a half-hour 
show broadcast at noon one day 
a week. The program, according 
to Niles, will be like a “weekly 
news magazine” for agriculture. 


Wisconsin to Spend $100,000 

A report made by Stephan & 
Brady, Madison agency, to the state 
industrial development committee 
details how $100,000 in advertising 
will be spent during the next two 
years to promote Wisconsin indus- | 
try. The breakdown is: National | 
advertising, $40,345; Wisconsin 


SAMPLE KIT OF 


CLIP BOOKS 


Send a dollar for bargain bundle 
of ready-to-use art, including fa- 
mous “CLIP BOOK OF LINE ART” 
and new “ART DIRECTOR'S CLIP 
xr.”’ Plenty of art for dozens of 
paste-ups. Guaranteed, or dou 
ble-money back. No salesmen 
will call. Send today. 


HARRY VOLK JR. ART STUDIO 


Pleasantville 34, New Jersey 


... his 


newspapers. 


wear. 


For dependable 
stereotyping, rely on 


Your Mat Molder 
can tell you of ... 


excellent ROP Color 


—about things doing with Certified Blue Ribbon Mats, long recog- 
nized leaders in the flat casting field, continually expanding into new 
fields of usefulness. . . Not to be regarded as a single dry mat product, 
it is varied to accommodate the special nature of your copy or the 
equipment of the publishing plant. . . It is opening an era of greater 
certainty in ROP Color, the preparation of full page mats in his plant 
for curved casting by the newspaper, eliminating double stereotyping 
and attendant risks of register. .. Every member of the Blue Ribbon 
family is a top quality mat adapted to superior performance. 


A Blue Ribbon Mat for Every Situation 
ROP Blue Ribbon UC Mat 


This may well be your choice for ROP 
Color or general newspaper campaign 
purpose. It has a sensitive base with coat- 
ing tough enough to withstand the pull of 
undercut halftone dots. Suitable for vacu- 
um casting of ROP curved page plates for 


ROP Blue Ribbon CC Mats 


Primarily for curved page casts of news- 
paper plates by direct pressure, either in 
the commercial plant or by the newspaper 
stereotyping department. Strong base and 
coating fit it for multiple casting in Auto- 
plate. As many as 25 casts have been taken 
from a single mat without sign of mat 


CERTIFIED DRY MAT CORPORATION 
555 Fifth Ave., New York 20, N. Y. 


varied resources for 


Blue Ribbon Regular Mat 


Sensitive base and coating adapt it to 
reproduction of copper, zinc or plastic 
plates. 


Blue Ribbon BC Mat 


Soft base with stronger facing to combat 
undercut halftone dots. 


Blue Ribbon UCR Mat 


Specially developed for work where 
Undercoating is frequent. 


Certified Silvertone Mat 


Highest quality for fine commercial and 
book rendering. 
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AA received four price offers at 


Auto Show Gives Examples Aplenty »<<\sisiay’tr'ins dsm 
in AA Survey of Car Pricing ‘Jungle’ 


(Continued from Page 2) 
the Chicago Automobile Show. A 
reporter, who identified himself as 
a prospective new car buyer, found 
a $400 spread in prices for iden- 
tical cars merely by talking to dif- 
ferent dealers. 

One Buick dealer offered the re- 
porter a two-door Special with no! 
accessories for $3,000. Later, an- 
other salesman offered the report- 
er the same car for $2,595. This 
salesman pointed out that the sug- 
gested list price for the car was 
$3,416, but laughingly said, “No 
one sells a car at the suggested list 
price.” 

At the Ford exhibit, a salesman 
offered a stripped-down (no equip- 
ment or accessories) Ford two-door 
six-cylinder sedan for $2,334, 
which he later admitted was the 
suggested list price. Finally, he 
made a rock-bottom bid of $2,000, 
including the 3% state tax, when 
he was told that a new Piymouth 
sedan could be purchased for 
around $1,800. 


s A Plymouth salesman said he 
could sell a new car for $1,800, but 
could not go below that figure. 
“The dealers got together and 
agreed not to sell lower than that, 
but I know some of them do it,” 
he said. 

Asked why new car prices are 
not advertised, he said: “If we 
advertised that you could buy a 
new Plymouth for $1,800, the next 
week some other dealer would run 
ads offering the same car for $1,- 
775. A price war would result, and 
no one would make a profit. As 
it is, dealers are lucky if they net 
$75 a car.” 

He said Fords and Chevrolets 
could be bought for lesser amounts 
than Plymouths, but AA did not 
find this to be true. The lowest es- 
timate AA could get on a new 
Chevy two-door sedan was $2,000 
—the estimate of two Chevy deal- 
ers, and the only identical bids en- | 
countered. 
® One Chevy salesman blamed | 
both dealers and the public for the 
price blackout, “The public is al- 
ways looking for the ‘best deal’ 
when buying a new car,” he said. | 
“People think their old cars are 
worth a lot more than they are. If, 


DID YOU 
KNOW? 


GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 


PLANOGRAPH! 

WHY TAKE LESS? 
Singleweight Quantity Sx7 6x10 
Glossy 25 $ 2.75 $ 4.00 
Prints 50 4.50 6.00 

100 8.00 9.50 
250 17.50 22.50 
500 30.00 42.50 
1000 55.00 75.00 
Negative 1.15 1.65 


aay MATIC. 


|you offer a customer more for his 


old car than the next dealer, he will 
probably buy his car from you, re- 
gardless of what the total costs are. 

“We can give him anything he 
wants for his old car, but he will 
not be saving money because we 
boost the price of the new car ac- 
cordingly.” 

The salesman said dealers are 
at fault in the price muddle “be- 
cause they are always advertising 
the fact that they can give the pub- 
lic the best deal in town. Dealers 
have encouraged the public to shop 
around and seek the best bargains. 
Some dealers are making only $50 
profit on a car because of this sit- 
uation,” he said. 


owest-price sedan. A factory rep- 
resentative said you could buy an 
| Edsel for $2,200. An Edsel dealer’s 
|salesman first quoted a price of 
$2,450, and later revised this to $2,- 
395. 

When asked about the $2,200 
price, the salesman said he would 
“have to get more money than 
|that,” and he pointed out that the 


| $2,200 bid was made by a factory | 


|representative. Another Edsel 
|dealer-salesman quoted still anoth- 
|er price—$2,600. 

| The Edsel representative said 
Ford quit advertising prices be- 
cause of strong opposition from 
dealers. “Dealers just can’t sell at 
the same prices, for various rea- 
sons,” he said. 

Some of the Edsel men partici- 
pated in a lively discussion of Roy 
Johnson, a salesman for a local 
Edsel dealer. Mr. Johnson sold 33 
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|Edsels last November and won a!plainly visible in the windshields 
trip to Las Vegas. |or back seats of such cars as the 
The most unusual thing about! Morris, Austin, MG and Austin- 
Mr. Johnson is his selling tech- | Healy. 
nique. He shows customers exactly For the first time in history, 
how much his agency pays for a|more foreign makes were displayed 
/car and how much profit the agen- | at the show than American makes. 
icy must have; the total is the sell- | record 28 were displayed this 
ing price. If the customer has a| year as compared with 15 in 1957. 
car to trade in, Mr. Johnson shows | 20 U.S. makes were shown, a gain 
him exactly how much the car is of one over last year. 
| worth on the current market. 
' Mr. Johnson also personally \s Among the foreign makes to be 
picks up each of his customers’ | featured for the first time were the 
cars when they are to be serviced,| Bentley, DKW, Ferrari, Ford In- 
brings them to the shop and re-/|ternational, Goggomobil, _Isetta, 
turns them when serviced. “My | Mercedes-Benz, Opel, Panhard, 
;customers appreciate knowing ex-| Rolls-Royce, Simca, Skoda, Tem- 
lactly how much a car costs and’ po, Triumph and Vauxhall. 
our service arrangement,” he told| Conspicuously missing this year 


AA. was the Volkswagen—the leading 
‘seller among foreign cars. Volks- 
® The only place in the show) wagen declined to enter the show 


where the prices of cars were ad-| because of a dispute with the show 
| vertised was in the section hous- | management. Volkswagen wanted 


|ing foreign makes. Price tags were the first choice of location on the 


says GENE WEDEREIT 


Director of Advertising 


In 1943, after 13 years with the E. F. Schmidt Company of Milwaukee, Mr. Wedereit left his 
position as vice-president in charge of creative service to become director of advertising for 
Tube Turns and The Girdler Company of Louisville. In his present position (since 1955), 

he has executive responsibility for the advertising of National Cylinder Gas Company, 

its divisions (Tube Turns, The Girdler Company and Pennsylvania Forge Company) 

and its subsidiaries, which includes several companies in Canada, South America and 


Germany. Mr. Wedereit has been 


Association (1952-1953), as well as chairman of the board of trustees of the 
Industrial Advertising Research Institute (1953-1955). 


“Of course, I read every issue of 

Industrial Marketing carefully. I find it is the 
one trade journal in this field of 

advertising that is not only read regularly by 
our people, but is kept for reference in 

our advertising department.” 


National Cylinder Gas Company 


president of the National Industrial Advertisers 


| 


for 


Mr. Hartner’s start in the business world during the depression forced him to acquire his 
education at night. He studied, as he puts it, “everything under the stars” related 

to advertising and sales promotion. In 1941 (after three years of sales promotion 
experience with the Ruud Manufacturing Company), he joined National Electric Products 
Corporation. In 1945, he was named advertising and sales promotion manager, and 
within seven years was advanced to his present position. During his leisure time, 

Mr. Hartner is active in the Pittsburgh Chapter of NIAA, and reports that he “struggles 
with golf and tinkers with photography.” 


“Industrial Marketing is our ‘must read’ book 
to keep abreast of these changing times 

in today’s complex business of marketing. 
The timely articles provide basic information 


on our toes to ‘get started.’ Many times 
our Own programs are expanded 
to include fine ideas presented in IM.” 


says G. W. HARTNER 
Director of Advertising and Publicity 
National Electric Products Corp. 


our own projects or put us 
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basis of its top sales position—the | 


same yardstick used in allocating 
show space to American makes— 
but the show management decided 
that foreign car makers would 
draw for locations by picking num- 
bers from a hat. 


® U.S. cars at the show appeared 
to be plushier, chromier, longer, 


on a millinery show, with models | 
|parading about on overhead struc- 
|tures showing off hats. Plymouth 


|hired a man who billed himself as 


wider, faster and costlier than at | 


any time in the past. There ap- 
peared to be few changes from 1957 
models, with the exception of more 
headlights, and revamped grills, 
dashboards and tail lights. 

Displays appeared to be more 
elaborate than last year. There 
were more girl models (200) and 
more pitchmen (about 50) helping 
to promote the new cars than ever 
before. 

Chevrolet had a “dancing car” 
exhibit, which featured three cars 
swinging, turning and gliding on 
built-in hydraulic lifts. Dodge put 


“the world’s fastest dress design- 
er,” and this man made up new 
dress creations on live models in 
about three minutes. 

Buick 
“Wells Fargo” convertible, which 
featured, among other things, two 
genuine .45 Colt pistols mounted 
in the doors and two Winchester 


showed an ultra-plushy | 


| Studebaker-Packard displayed 
| three new Packard models to com- 
plete its 1958 Packard line—a two- 


door hardtop, a four-door sedan | 


Goes into High Gear 


and a station wagon. S-P intro- 
duced a Packard Hawk last No- 
vember. 

Show officials are predicting 
that 500,000 persons will attend 
the show this year. Last year, a 
record 494,411 people visited the 
International Amphitheater, = 


rifles located in the middle of the | 


front seat. Cadillac featured a 


|mechanism which closes the con- 


| 


/model), 


vertible top the second a drop of 
rain hits the car. 


® New auto models shown for the 
first time included a Rambler 
American (a smaller Rambler 
DeSoto’s Adventurer and 
Dodge’s Regal Lancer. Ford also 
showed a four-passenger Thunder- 
bird. 


Papers Cut Back Editions 

The Evening Leader, Staunton, 
Va., will be published only five 
days a week instead of six days; the 


News-Leader, formerly a morning | 


paper, will be published only on 
Sunday. The change in publishing 
arrangements was announced by 
E. W. Opie, publisher, who said 
the community of 22,500 cannot 
support two dailies in the face of 
current operating costs. 


Nets’ Anti-Pay TV 
Drive in Washington 


(Continued from Page 3) 


mittee why pay tv should be out- 
lawed. 


Schedule for the hearing was} 
worked out by Rep. Oren Harris | 


(D., Ark.), the committee chair- 
man, who has already recorded 
himself as strongly anti-pay tv. By 
accident, it coincides with the 


meeting here next week of CBS) 


affiliates, who are expected to 
have a great deal to say about the 
dangers of pay tv. 


® FCC members have taken the 
position that they have ample legal 


power now to proceed with a pay | 


tv test. The commission has said 


\it is unable to approve or reject 


_} 


says LOUIS W. BONSIB 
Chairman of the Board 


Bonsib, Inc. 


“We like to read about big consumer 
campaigns in other publications, but we really 
get more practical help and usable ideas 

from the articles in Industrial Marketing. They 
are down to earth and usually fit the type of 
problem we face. I have read IM for a number 
of years and I pass it along to others 
in the organization with articles marked.” 


After graduating from Indiana University, Mr. Bonsib joined the Indianapolis Engraving 
Company as a salesman, but later functioned as a service department, planning 

and writing ads for its customers. In 1923, he started his own advertising agency in Peru, 
Indiana, and a year later moved it to Fort Wayne. With more than 30 years as 


president of the agency on his record, Mr. Bonsib is “just as active as ever” in his present 


post as chairman of the board. His hobby is painting oil and water-color 
landscapes, some of which have been awarded prizes. 


——— 


WITH MEN WHO MAKE 
INDUSTRIAL ADVERTISING 


NIG) 


“Me magazine of selling and advetlining lo business and snidubly 


INDUSTRIAL MARKETING 


200 EAST 


ILLINOIS STREET - 


1 Year (13 issues) $3 


CHICAGO 


11, ILLINOIS 


© @ Oo 
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pay tv as a permanent operation 
until it has been tested on a suffi- 
cient scale so that it can demon- 
istrate whether it will result in 
\additional service for the public. 
It plans to begin authorizing tests 
|March 1. 

Rep. Harris said he is convinced 
the introduction of pay tv in the 
broadcast band would represent a 
|change in policy, which Congress 
|should decide, and would destroy 
the free use of the spectrum by 
the public. 


® The build-up for next week’s 
jhearing began as soon as Congress 
assembled yesterday. In order to 
dramatize the issue, State Senator 
|/Harold M. Ryan of Detroit arrived 
‘after a six-day cross country house 
trailer campaign against toll tv, 
parked his trailer in front of the 


Capitol, and presented a petition 
against toll tv signed by 20,000 
persons. 


Fresh congressional interest in 
the problem was demonstrated in 
the House on opening day when 
bills to stop toll tv were intro- 
duced by Rep. Adam Clayton Pow- 
ell (D., N.Y.), John V. Beamer (R., 
Ind.) and Ray J. Madden (D., Ind). 


® When they assemble Monday, 
CBS affiliates are expected to get 
involved in a full discussion of the 
impact of toll tv. Many are likely 
'to remain until late in the week 
to sit in on the commerce commit- 
tee hearing. 

Among those who have regis- 
tered to appear at the hearing next 
| week are presidents of all three 
networks, and the president of the 
National Assn. of Broadcasters. 
NAB is stressing the top-heavy 
hostile sentiment turned up by 
public opinion groups which have 
sounded out public sentiment te- 
ward the toll idea. + 


‘American Alphabet’ Bows 

The American Alphabet, an an- 
nual school publication, will make 
its debut next September under 
the auspices of Vision Inc., which 
has acquired the U. S. rights to the 
publication. It will have a guaran- 
teed circulation of 1,250,000 and a 
page rate of $8,500. 


Miss Daggs Joins ‘Charm’ 

Elisa Daggs, formerly editor-in- 
|chief of Modern Bride, has joined 
Charm, New York, as managing 
|editor. Miss Daggs was also for- 
merly associated with Harper’s 
Bazaar and Vogue. 


Sates 
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Pear Bureau Plans Push 

A three-week promotion keyed 
to the theme “Peak of the season,” 
will start in mid-January to boost 
Anjou, Bose and Comice winter 
pears. The campaign, sponsored by 
the Oregon-Washington-California 


|Car Rental Field 
Had Biggest Year 


in ‘57, Jacobs Says 


CuicaGco, Jan. 7—The car rental 


| 


Pear Bureau, will include newspa-| industry had its biggest year in, 
per ads in 48 markets, radio spots| 1957, hitting an estimated $460,- | 


and point of purchase material. 


000,000 volume (20% higher than 


A final promotion will break in the | 1956), according to Walter L. Ja- | 


first week of March with the main 
emphasis on Anjous and the theme 
“Fresh as spring.” Pacific National 
Advertising Agency, Portland, is 
the agency. 


_—_—seseeeeeeeeeeeeeeee 


That’s What Advertisers Reach in 


| Che Sporting News 
National Baseball Weekly —St. Louis, Mo. 
280,000 Copies Weekly . 
With 98% Male Readership 
Largest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886—70 Continuous Yeors 


cobs, president of Hertz Corp. 

| The company will spend a rec- 
ord $6,800,000 in local and national 
advertising in 1958, a 23% in- 
crease over the estimated $5,200,- 
|000 invested by the company in 
1957 (AA, Oct. 28). 

“Hertz and its independent li- 
censees grossed approximately 
$128,000,000 in 1957, an increase 
of 17% over 1956,” Mr. Jacobs said. 
Ten years ago, Hertz’s volume was 
$17,000,000. Last year Hertz rang 
up about 6,400,000 individual car 
rentals. 

Reviewing the year, Mr. Jacobs 
said the most significant develop- 


hAA Ad 
AAT 


auick 


~SWANBERG s SCHEEFE 


UNIVERSITY AT EAST HENNEPIN + MPLS ~_ 


SELF-LIGHTING—The “Buick Bargain Headquarters” sign here utilizes 
Minnesota Mining & Mfg. Co.’s new Reflecto-Lite poster paper. The 
new reflective paper, designed for changeable copy signs, lasts up to 
90 days, 3 Ms says, and is available in white, blue, yellow and green. 


truck renting and leasing outside 
the U. S. Hertz and American Ex- 
press Co. last year formed Hertz 
American Express International 
Ltd. to conduct car rental service 


ment was the expansion of car and | overseas. 


Prominent Users of Strathmore Letterhead Papers: No. 132 of a Series 


JOHNS-MANVILLE 
Coerotation 
99 CAST 40r8 STORET « HOW TORE 16 


1 + TELEPHONE, CENINGTON 27600 


A century of industrial 
leadership is expressed in 
this eymbol which will 
keynote the Johns-Manville 
anniversary throughout 1958. 


Progress 
builds on Quality! 


You can tell a company’s character by the letter- 
head it keeps. Johns-Manville, a long-time Strathmore user, for 
example, recently selected still another fine Strathmore paper for 
its anniversary letterhead. Such continuing loyalty is, happily, com- 
mon with Strathmore users—among whom are an extraordinary 
number of the most distinguished firms in the nation. They remain 
convinced, year after year, that their business correspondence on 
Strathmore is a quality character reference of the most expres- 
sive sort. 


Johns-Manville protects against fire, weather and wear 
with asbestos building materials...safeguards water supplies with 
asbestos cement pipe...controls heat and cold with insulations, 
motion with asbestos brake lining. Johns-Manville makes homes 
more comfortable and helps industry produce better products for 
better living. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT, STRATHMORE SCRIPT, 
THISTLEMARK BOND, ALEXANDRA BRILLIANT, BAY PATH BOND. STRATHMORE WRITING. 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO. 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN, STRATHMORE BOND 
ONION SKIN, STRATHMORE BOND AIR MAIL. STRATHMORE BOND TRANSMASTER, REPLICA. 


5K Wy 
TRATHMORE 


MAKERS OF FINE PAPERS 
STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


“In the not too far distant fu- 
ture,” Mr. Jacobs predicted, “there 
will be well-operated car rental 
facilities in major metropolitan 
centers and travel areas through- 
out the world.” 


s Another important development 
in 1957 was the announcement 
that Hertz will begin rent-a-plane 
service in 1958, he said. 

There are about 2,100 companies 
in the U. S. engaged in vehicle 
renting and leasing, Mr. Jacobs es- 
timated. He said there are more 
than 230,000 cars and trucks under 
long-term lease. + 


WNAO-TV Stops Operations 

WNAO-TV, Raleigh, N.C., which 
has operated as a uhf station since 
July 12, 1953, has suspended oper- 
ations pending action by the Fed- 
eral Communications Commission 
on its application for a vhf channel. 
The action was taken, according 
to Roger Bower, vp and general 
manager of the Sir Walter Tele- 
vision Co., because operating a uhf 
station in an area of overlapping 
and duplicate coverage of vhf sta- 
tions is “a costly and uneven strug- 
gle for the advertising dollar.” 


Dean Joins Building Co. 


Mel Dean has been named ad- 
vertising manager of the American 
Building Maintenance Co., San 
Francisco. He formerly was pub- 
licity director for Jaqua Advertis- 
ing, Grand Rapids, Mich., and pre- 
vious to that was assistant editor 
of Engineering News Record, New 
York. 
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Retailing Grew as 
Macy’s Grew, Book 
on Store Reveals 


New York, Jan. 7—In 1926, 


i/Kenneth Collins went to see Jesse 
| Straus of R. H. Macy & Co. depart- 


ment store to try and get some 
money from him for Harvard's 


| Peabody Museum. Collins was a 


young teacher at Harvard at the 
time. 

He was successful. But as Mr. 
Jesse—as he was known to distin- 
guish him from his brother Percy 
—wrote the check, he asked Mr. 
Collins, “What are you doing this 
summer?” Mr. Collins had been 
planning to go West to work in a 
silver mine. 

“We need somebody to write 
good English around here,” Mr. 
Jesse said. So young Mr. Collins 
went to work as copy chief at 
Macy’s. Two years later he be- 
came advertising and promotion 
manager of Macy’s. Under him 
worked such brilliant and famous 
retail copy creators as Bernice 
Fitz-Gibbon, Margaret Fishback, 
Alice Hughes and Katherine Lowe. 


s That Macy’s operations have al- 
ways prospered from such chance 
happenings is readily obvious in 
Margaret Case Harriman’s book on 
the well-known department store 
—“‘And the Price Is Right.’ The 
growth of Macy’s in these pages 
becomes the saga of the growth of 
all the behemoth emporiums in 
these United States. Macy’s, along 
with a few other great stores, 
helped in pioneering new mer- 
chandising methods as well as in- 
troducing sparkling and effective 
retail copy. 

Miss Harriman effectively traces 
the development of Macy’s rad- 
ical low-pricing, its feud with 
Gimbel’s, the Thanksgiving Day 
parade and many other bits of 
Macyama that have become a part 
of the American folklore. The book 
is published by World Publishing 
Co. and is priced at $4. + 


Philco Boosts Russell 

Philco Corp., Philadelphia, has 
appointed Willard J. Russell ad- 
vertising and promotion manager 
of its accessory division. With 
Philco since 1946, Mr. Russell most 
recently was a Philco-Firestone 
district representative in the 
southeastern region. 


FINE PHOTOENGRAVINGS 


faurence 


INCORPORATED - CHICAGO 
547 SOUTH CLARK STREET 
WABASH 2-6284 


FOR OVER 25 YEARS 


ARE YOU RECEIVING YOUR FREE 
COPIES OF “LAURENCE’S GUIDE FOR 
PHOTOENGRAVING BUYERS"? IF 
NOT, WRITE OR PHONE TODAY. 
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LENTEN CAMPAIGN i 
—Jean Moore. | 
head shows some 
of the advertising 
and point of sale 
support behind 
the Tuna Rice Au 
Gratin promotion 
to run for five 
weeks, beginning 
Feb. 20. The cam- 
paign will be a 
cooperative effort 
of Carnation Co., 
for Carnation 
evaporated milk, 
and General 
Foods, for Minute 
Rice. 


‘Bedding’ Ads 
Blanket Competition, 
Says ‘Furniture News’ 


WASHINGTON, Jan. 7—Furniture 
News, Chicago, has asked the Fed- 
eral Trade Commission to investi- 
gate promotion slogans used by 
Bedding magazine. 

In a release distributed here, 
Furniture News said it objects to 
the phrase, “The only publication 
reaching manufacturers of sleep- 
ing equipment.” Furniture News 
said this phrase appears on the 
cover of Bedding and in ads for 
Bedding in Business Publications 
Rates & Data. 

The release said Bedding, the 
official organ of the National Assn. 
of Bedding Manufacturers, has an 
unaudited circulation of approxi- 
mately 1,900, compared with Fur- 
niture News’ BPA audited circula- 
tion of more than 8,000 copies in 


Carnation, General 
Foods Set $500,000 
Lenten Promotion 


Los ANGELEs, Jan. 7—Carnation | 
Co. and General Foods Corp. have | 
revealed plans for a record five- | 
week Lenten campaign, with a/| 
$500,000 budget, to promote four 
high-volt items: Minute Rice, Car- 
nation evaporated milk, tuna and 
cheese. 

The promotion will introduce 4 
new and improved Minute Rice 
which “goes from package to plate | 
in five minutes.” Carnation will 
boost a three-minute cheese sauce | 
made with Carnation evaporated 
milk. Both are featured in a recipe 
for tuna rice au gratin around | 
which the promotion is built. 

Beginning Feb. 20, both compa- | 
nies will run identical ads, ranging | 
in size from full pages to two- | 
thirds pages, with a few half| 
pages, in American Home, Better 
Homes & Gardens, Coronet, Ebony, 
Everywoman’s Magazine, Family | 
Circle, Farm Journal, Good House- | 
keeping, Grit, Household, Ladies’ 


Home Journal, Life, McCall’s, 
Modern Romances, Progressive 
Farmer, Reader’s Digest, True) 


Story and Western Family. 


® Full-color, three-fifths page in-| 
sertions will run in the national | 
editions of The American Weekly, 
Family Weekly, Parade, This 
Week Magazine, and in indepen- 
dent supplements in major mar- 
kets. 

Television support includes com- 
mercials on the programs of 
Burns & Allen, Art Linkletter and 
Arthur Godfrey, and on syndicated 
programs sponsored in a number of 
major markets. 

Radio support includes “House | 
Party” on CBS Radio, “Carnation | 
Milk Time” on the Keystone net- 
work and 91 local programs. 

Full-color point of sale material 
consists of a double-face pole dis- 
play, recipe pads, three types of! 
shelf talkers and dealer drop-in | 
mats. 

Young & Rubicam, New York, is 
the agency for Minute Rice; Er-| 
win Wasey, Ruthrauff & Ryan, Los | 
Angeles, handles Carnation evap- 
orated milk. # 


‘International Marketing’ iol 

A new twice-monthly publica- 
tion, International Marketing, has 
made its debut in France. Devoted 
exclusively to marketing, it is be- 
ing published by Technique Rela- 
tions (47 Rue Blanche, Paris) and 
carries a subscription price of $50 
a year ($2 extra for foreign sub- 
scribers). Despite its English title, 
the paper is written entirely in 
French. 


‘Life’ Advances Burnett 

Larry Burnett, with Time Inc. 
since 1952, has been named mer- 
chandising manager of Life. Mr. 
Burnett, who had been in the sales 


promotion department of Life, will |the furniture, bedding and uphol- 
head a new product group in his |stering industries. Furniture News 
es post. 


said use of the promotion phrase 


by Bedding “misleads prospective 
buyers of advertising space in Fur- 
niture News, which is one of five 
publications which also reach bed- 
ding manufacturers.” # 


Greeff Fabrics in Campaign 
Greeff Fabrics Inc., Port Ches- 
ter, N. Y., is promoting its new 
fabric collection in b&w page ads 
in the January issues of Interior 
Design and AID Magazine and 
the February issues of Interiors 
and Antiques. The collection, en- 
titled “Our Young Republic,” fea- 
tures designs and events from the 
years 1801-1870. An_ illustrated 
| brochure is going out to all Greeff 
| accounts, and a presentation kit 
will be available to all ordering a 
sample package. Givaudan Adver- 
tising, New York, is the agency. 


Transitads Names Foster 
Harold Foster has been appoint- 
ed area sales manager for the 
Pittsburgh office of National 
Transitads Inc. Prior to joining 
| NTI, Mr. Foster was assistant to 
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the president of Royal Dadmun & 
Associates, Baltimore. 


Mexican Agency Moves 

After a few months in tempo- 
rary quarters necessitated by the 
earthquake in Mexico, Bessie Gal- 
braith, S.A., advertising-market- 
ing consulting agency, has moved 
into new offices at Paseo de la Re- 
forma 369, Despacho 404, Mexico 
5, D. F. 
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increased 50%? 


McGraw-Hill Publications ©: 


McGRAW-HILL 


PUBLISHING 


A comparison of Starch readership scores for a group of advertise- 
ments in a business magazine revealed that readership increased 
115% when schedules were changed from 24 of a page to a full 
page. With readership per advertisement more than doubled, the 


cost per reader was cut 32%. 


This readership analysis involved advertisements for typical 
industrial products inserted by four advertisers during 1952 and 
1953. In the first year, each had maintained a schedule of 24 
pages; in the second year, their schedules increased to full pages. 
The McGraw-Hill Research Department tabulated the Starch 
scores and has published the results in Data Sheet #3105. Ask 
your McGraw-Hill man for a copy. 


Studies such as this are a continuing program at McGraw- 
Hill . . . all designed to provide a better understanding of how 
good advertising in good business magazines can help create sales. 
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330 WEST 42ND 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


There's No Room for ‘Order-Takers’ in 1958; 
Old-Time Selling Enthusiasm Must Come Back 


To the Editor: The purpose of 
this letter is to add some supple- 
mentary remarks to those already 
given you by Morris M. Goldberger 
in your “Voice of the Advertiser” 
column in your Dec. 23 issue. 

Your headline, “Is Selling-En- 
thusiasm a Dying Art?” is very 
apropos to Mr. Goldberger’s re- 
marks. I experienced the same 
thing just recently when our family 
traded automobiles. A total of 12 
dealers were contacted, and in fact, 
we milled around in their show- 
rooms kicking tires, opening doors, 
studying various gadgets on the 
new models these people had to 
offer. In about seven instances we 
were not even approached. In the 


other five instances we were ap- 
proached, but apparently only one 
of them had a reasonably satisfac- 
tory follow-up. 

As a matter of fact, out of the 
12 dealers, only one of them had 
enthusiasm enough to make a sale 
and politely called at our home, 
plus making two additional tele- 
phone calls. This should leave no 
question in your mind as to who 
got the order. 

When a person experiences this 
type of activity in the selling field, 
it does make a person long for re- 
turn of “the good old days.” And 
certainly, if this attitude on the 
part of those in the selling field is 
a carry-over from World War II, 


it’s about time it was wearing it- 
self out. 

Perhaps 1958 is the year when 
these people will be educated suf- 
ficiently to realize there is no long- 
er room for “order takers” who will 
finally be forced out by the enthu- 
siastic sales person that knows how 
to develop a lead, and then has 
sufficient enthusiasm and intestinal 
fortitude to turn that lead into an 
actual sale. 

After all, the sole function of 
advertising is to acquaint the con- 
sumer with a particular product. 
When that objective is accom- 
plished, it’s the salesman who 
should “pick up the ball” and 
make the “pitch” that motivates 
the consumer to buy the product. If 
advertising is to be looked upon as 
the sales producer too, then what 
can the future hold for the sales 
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profession? I don’t think that re- 
sponsibility should be extended to 
making the actual sale unless due 
credit is given to the advertising 
medium used. 

So at this point, I say, long live 
the guy who is a true salesman— 
the guy who doesn’t only view his 
job through its monetary benefits, 
but also gets a lot of wholehearted 
satisfaction out of completing a 
true sale. 

Glenn A. Reineke, 
Vice-President-Public Rela- 
tions, Henry Van Hummell 
Inc., Denver. 

7 oO 7 

Agrees with Woolf on Need 
for Prices in Auto Ads 

To the Editor: That “boing” 
sound in the air is the responsive 
chord James D. Woolf struck when 
he teed off on the lack of price- 
advertising in the automobile in- 
dustry. 

Their lament that it leaves the 
“bargaining out” can be shot full 
of holes, and here go some off-the- 
cuff blasts. 

One, my own bank tells me that 
new-car dealers around the coun- 
try averaged somewhere less than 
2% net last year. Obviously their 
bargaining wasn’t so hot. 

Two, I drive a paid-for 1953 
Ford Victoria (hard top), and the 
postcards tossed into my front 
seat, asking if I would take so-and- 
so in trade, have climbed to $2,- 
100 (!). 

What is a normal reaction? Who 
knows—but I can give you mine. 

First, not being a hard-dicker 
man myself, I am almost afraid to 
go look at the new cars and ask 
the price. The industry practice of 
quoting an inflated price over even 
the “suggested retail’? set by man- 
ufacturers would kick up my ul- 
cers. Being connected with a bank, 
I have access to the dealer costs, 
even on accessories. So when some 
big-name dealer’s salesman “of- 
fers” me $2,100 as trade on my 
1953, and I know they have to 
make a dime or two when they 
resell it, what in the world do they 
think I think about their methods 
—and the validity of their offer? 

A neighbor of mine dropped in 
while driving in his garden clothes 
to look at a new car. He happened 
to have a couple thousand dollars 
in his pocket. But the salesmen 
took a quick look at him, remarked 
that their car would sell in the 
neighborhood of $5,200 and walked 
away. The car (one you mentioned 
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specifically) costs the dealers $2,- 
350 plus freight. 

If and when the industry pub- 
lishes prices, and lists the acces- 
sories by price, installed, a lot more 
of us will buy new cars with a 
freer mind. The only way anyone 
can feel he is getting a “fair” deal 
is to shop and shop, a rather dis- 
tasteful (to many of us) method. 

Mert Reade, 

Advertising Director, Valley 

National Bank, Phoenix. 

. . 


+ 
Says His Figures Show Ad 


| Schedules Should Be Larger 


To the Editor: In your editorial 
on basic research in ADVERTISING 
Ace for Dec. 9, you ask for a way 
to answer the fundamental ques- 
tion, “How much should we spend 
for advertising?” 

While other and better ways to 
answer your question may be de- 
veloped in the future, we think a 
practical answer for his own pub- 
lication is offered by every pub- 
lisher who provides Readex Re- 
ports on every issue. . . 

Readex produces a measure of 
reader interest in every item in 
every issue reported. Readex thus 
provides a measure showing each 
advertiser how he stands with com- 
petition. For those publications 
providing reports on every issue, 
an annual balance can be drawn 
showing relative total of interest 
during the year. With such a bal- 
ance before him and with all the 
evidence as to amount of interest 
that can be developed with differ- 
ent styles of copy and size of ads, 
an advertiser can pretty well deter- 
mine what he has to do to equal 
or exceed his competition in read- 
er interest.:. . 

The biggest difficulty is that ap- 
plication of Readex figures indi- 
cates most or many advertisers 
should be using schedules substan- 
tially larger than most advertising 
people are used to trying to sell. 
And it’s hard to get old dogs in- 
terested in learning how to do new 
tricks! 

Bob Pendergast, 

Readex Reader Interest Re- 

ports, St. Paul. 

7 . & 
Couldn't Happen in Germany 

To the Editor: AA’s Nov. 11 is- 
sue was the most interesting one 
to me so far. The reason: Page 112 
and Page 105. I feel there is no 
better sign of a publication’s in- 
dependence as putting down some 
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agency’s ads while carrying a well- 
_. paid ad of exactly the same agency. 
This certainly would be impossible 
over here. 

But I would like to know wheth- 
er Mr. Woolf’s article and the 
BBDO ad were run in the same 
edition with full consciousness, or 
whether it happened by pure coin- 
cidence with the editor not know- 
ing about the BBDO ad. And I 
should be interested to know about 
the agency’s reaction to this “‘con- 
flict of interests.” 

Moreover, would you please see 
that a copy of Mr. Woolf’s book is 
mailed to me (“Salesense in Ad- 
vertising”). .. 

Hubert Schnabel, 
Dusseldorf, Germany. 

(Mr. Woalf’s lack of pleasure 
with the De Soto teaser ads ap- 
peared in the same issue as a BBDO 
ad featuring the De Soto teasers 
by pure chance. The editorial de- 
partment does not know what the 
advertisers are saying—and vice 
versa.) 

e . + 
Williams Explains ANPA 
Stand on Mail, Outdoor 

To the Editor: You may be in- 
terested in the enclosed carbon of 
a letter I have written to Harry J. 
Maginnis, executive manager, As- 
sociated Third Class Mail Users: 

Dear Mr. Maginnis: I have read 
with more than ordinary interest 
your letter to the editor of Apver 
TISING AGE, issue of Nov. 25, be- 
cause of your references to the 
American Newspaper Publishers 
Assn. 

I know you want to be accurate 
and that is why I hasten to tell you 
that the ANPA has not attacked 
third class mail and outdoor ad- 
vertising. Individual daily news- 
papers through their editorial col- 
umns have expressed themselves 
and I rejoice in their right to say 
what they think. 

The American Newspaper Pub- 
lishers Assn. has not at any time 
attacked third class mail. If by the 
reference in your letter you mean 
the ANPA has attacked unad- 
dressed “junk” mail, then you are 
correct. We do not believe the 
postal service ought to be used for 
mass distribution of unaddressed 
mail regardless of whether it is 
first, second, third or fourth class. 
This attitude on our part is con- 
sistent with our feeling that bona 
fide paid circulation is an essential 
element for use of the second class 
mail service by all media. 

As for attacking outdoor adver- 
tising, the ANPA believes it is a 
legitimate form of advertising and 
ought to be protected against un- 
reasonable restraints and control 
by government whether efforts are 
made by the federal government or 
state governments or county or 
municipal governments. 

The daily newspapers want to 
compete with all forms of media 
in an effort to get a fair share of 
the advertising dollar and I am 
writing you only to keep the record 
straight. 

Cranston Williams, 

General Manager, American 

Newspaper Publishers Assn., 

New York. 

7 e 
Publications’ Support of 
Ad Council Gets Praise 


To the Editor: I have just seen 
the Dec. 23 issue of ADVERTISING 
Ace and immensely appreciate 
your having devoted space to the 
Council’s annual advertisement. 

I am particularly happy about 
this because I believe not nearly 
enough people in advertising know 
about an activity which certainly 
helps to offset the growing criti- 
cism of advertising. 

Theodore S. Repplier, 
President, The Advertising 
Council, Washington, D. C. 

. 

To the Editor: I want to compli- 
ment ADVERTISING AGE on running 
the four-color spread on The Ad- 
vertising Council. 


This is a wonderful contribution 
to an organization that continues 
to need all the support it can get 
from those who believe in it. 

Again my compliments. . . 

Edward F. Royal, 

Director of Public Relations 

and Promotion, This Week 

Magazine, New York. 


° . . 
Offers Free Space for Fund 
Drives; It Isn't Taken 

To the Editor: With a constant 
cry from agencies seeking public 
funds for their support, we made 
one of our few, and rare magnani- 
mous overtures. We offered free 
space, intermittently, on our Junior 
Poster System if they would fur- 
nish paper, giving full details, size 
and even tentative cost. Only one 
agency responded, stating this size 
paper was not available. 

Obviously, there is quite a gap 


advertising and publicity cam- 
paigns. We don’t know whether or 
not our overture was made to the 
correct person, but it’s an opportu- 


in the coordination of the agencies’ | 


nity they could well use. 

These various agency solicitors 
still call on us for funds, and we 
constantly remind them of our of- 
fer and they continue to register 
surprise that their supervisors have 
not availed themselves of this of- 
fer. 

James A. Norris, 

Director of Sales, Acme Sign 

& Poster Co., Outdoor Division, 

Junior Poster Panel Depart- 

ment, Baton Rouge, La. 


Living Up to the Name 
To the Editor: From ADVERTISING 
Ace (Oct. 14, 1957): 
Speaking of Sounds 
To the Editor: (Re Copy 
Cub’s lead paragraph of Sept. 
9.) The name of that new ad- 
vertising agency, Erwin, Was- 
ey, Ruthrauff & Ryan, does not 
sound like anything falling 
down stairs. To me, it sounds 
like sawing wood. 
John Evans, 
John Evans Advertising, 


Chicago. 

From ADVERTISING AGE (Dec. 16, 
1957), interview with David B. 
Williams, president of Erwin Wa- 
sey, Ruthrauff & Ryan: 

For the next three months, 
Mr. Williams added, “There 
will be no solicitation of any 
large new accounts. We intend 
to saw wood and get things the 
way we want them.” 

John Evans, 
Chicago. 
. + + 
Sets Copy Cub Straight 
on Teen-Agers’ Hope Chests 

To the Editor: We were happy 
to have you make mention in your 
“Rough Proofs” of Nov. 25 of our 
report that “more girls marry at 
18 than any other age.” 

You then surmise that “they plan 
to fill their hope chests after in- 
stead of before the wedding bells.” 

I am afraid ADVERTISING AGE has 
jumped to an erroneous conclusion. 

In fact, our statistics show that 
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quite the reverse is true. According 
to a nationwide survey conducted 
for Seventeen by Gilbert Youth 
Research, the median age at which 
girls begin to fill their hope chests 
ranges from 15.4 years for blankets 
to 16.8 years for sterling and china. 
As you can see, these girls are 
a self-confident, marriage-minded 
lot. At this very moment 40% of 
America’s 8,500,000 teens are plan- 
ning for “that day,” stockpiling 
flatware, glassware, earthenware, 
china, tablecloths, sheets, blankets, 
bedspreads, draperies, and towels. 
Almost three quarters of a million 
of these young women even have 
their own personal hope chests in 
which to store their collections. 
It’s pretty plain that our young 
women under 20 just don’t have to 
hear the wedding bells or smell 
the orange blossoms to know that 
there’s a happy marriage in their 
future. They’re in high gear, get- 
ting ready for it right now. 
K. Allan Taylor, 
Advertising Director, Seven- 
teen, New York. 


Where wood chips are “cooked” to a pulp 


In this new digester, wood chips are “‘cooked”’ into pulp to be 
used as the basic raw material for Champion quality papers. 
The addition of this digester is part of Champion’s continuing 
program of advancement which includes new equipment and 
new methods. Combined with the teamwork of Champion 
people, mechanical and technical progress such as this 
makes Champion the leader in the papermaking industry. 


New digester at Champion's Texas Division 


“. 


CHAMPION” PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY . 


HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 


Atlanta, Dallas, and San Francisco. Distributors in every 


major city. 


i CPP ae 


Symbol of adership in papermaking 


CHAMPION Sets the Pace in Papermaking 
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Capitol Records 
Promotes Club 
With Ad Campaign 


Los ANGELES, Jan. 7—Following | 
a successful direct mail test of a 
Capitol Record Club, Capitol Rec-| 
ords will run a full-scale advertis- 
ing drive in 1958 to establish a | 
club membership of “major pro-| 
portions.” 

The first general solicitation of | 
members was made via a page in 
the Dec. 23 issue of Life. This ad} 
will be followed by other consumes | 
advertising and a stepped-up di- 
rect mail campaign, according to} 
Lloyd Dunn, sales and merchan-| 
dising vp. 


conventional fashion. 
signing up express a preference 


tv, 
for one of three types of records: | 


FOR SHOW—From inside the Fifth Ave., New York, 
The record club operates in the] entrance of Zenith Radio Corp.’s new display salon, 
Members | the public gets a view of the complete line of Zenith 
radia and hi-fi instruments framed by a 35’, 


Ze 


entific concepts. 


three-dimensional mural symbolizing modern sci- 


subsidiary, will be for exhibition only. Shoppers will 
be referred to dealers for sales 


The salon, operated by a Zenith 


(1) Best seller hit albums; (2) | 
classical albums; (3) hi-fi jazz. | egjor publication. 

Upon enrollment, the new mem-| Qperation of the Capitol Record 
ber promises to purchase four al- | Cjub is under the direction of John 
bums per year. In return, the club | Stevenson, 100 Sixth Ave., New 
sends, free, the member’s choice of york, Frank Vos & Co., New York, 
any three 12” albums of 12 offered.) is the agency for the Record Club. 
® Albums sell at retail from $3.98 | Buchen Adds Ilg Electric 

to $4.98. When two additional rec- | Buchen Co., Chicago, has been 
ords are purchased after the first} appointed to handle advertising 


Tie-in Push Keeps 
Champagne Account 
in Ben Bliss Shop 


New Yo: Jan. 7—Robinson- 
Lloyds Ltd., marketer of Dry Im- 
| perator champagne, sparkling bur- 


re, 


gundy and pink champagne, has 


American Gas Assn. Signs 
Again for ‘Mrs. America’ 
American Gas Assn., New York, 
and its member gas utility compa- 
nies, will sponsor the Mrs. America | 
contest in 1958 for the fifth straight 
year. Other sponsors who have 
signed up to date are Gorham Co., 
Parents’ Magazine, Singer Sewing | 
Machine Co., Toni Co., Wilson &| 


four, members will get an addi-|for Ilg Electric Ventilating Co.,|reappointed Ben B. Bliss & Co. to|Co. West Bend Aluminum Co.,| 
tional album at no added cost. The | manufacturer of ventilating fans,| handle its advertising for the next) Sended Brands, U. S. Treasury | 


club will have a monthly publica-| power roof ventilators and unit 
tion, “Capitol Record Club Re- 


view.” It will be a 24-page four-| is the previous agency. 
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Ties Made for, EVERY 


PROMOTION 
SHOULD HAVE 


o Ja-n 


* CONVENTIONS 
* PROMOTIONS 
© PREMIUMS 


* clues 


MADE TO YOUR Speepficdlion | 


Launch new products and sales 

themes with thi, new promotion and 

premium idea. Distribute to salesmen, 

@ dealers and customers . . . give away 
7. at conventions. Your design reproduced 4 
- _ on fine quality neckwear. Prices — 
from 60¢ a tie. Details on request. 


HES 


Dept. A, 401 Fifth Ave, New York, N.Y. 


five years—six months after 


er agency (AA, Aug. 26). 


O'Neill, which announced last 
| summer that it had been named 
| to succeed Bliss as the Dry Im- 
perator agency. 

There was only one thing wrong. 
Bliss had a contract calling for a 
six-month cancelation notice—and 
it wasn’t given any notice. 

Each agency claimed at the time 
| that come Jan. 1 it would get the 
account. 
| Now Bliss has won out—and 
|with a five-year contract to boot. 
|Ben Bliss told ApvERTISING AGE it 
jwas “highly gratifying” to get a 
iclient to admit “that we were 
right.” 


s Gibbons-O’Neill had proposed to 
the client a four-color campaign. 
The Bliss agency had suggested 
b&w ads offering Imperator cham- 
pagne gratis on Northwest Orient 
Airlines flights. Now Bliss has ex- 
tended this offer to passengers fly- 
ing on Braniff and Eastern Air 


|Lines, with Robinson-Lloyds taking 


newspaper space to tie in with the| 
airline advertising. 

Mr. Bliss said the client, pre- 
viously ready to leave his shop, 
has doubled his budget for 1958, 


it | 
| heaters. Waldie & Briggs, Chicago, | tried to give the account to anoth-/| sion), City of Fort Lauderdale, 


That other agency was Gibbons- | 


putting it above the $50,000 mark. # 


Department (savings bond divi-)| 
Fla., the Fort Lauderdale Hotel! 
Assn., Gas Appliance Manufactur- | 
ers Assn. (range division), Rob- 
ertshaw-Fulton Controls Co. and 
Ruud Mfg. Co. 

Last year, the gas industry spent | 
$4,500,000 on the promotion, while | 
$3,000,000 was invested by spon-| 
sors outside the gas industry. 


D’Arcy Completes Course | 

John C. Macheca, vp of D'Arcy | 
Advertising Co., St. Louis, was the 
final speaker in the agency’s 12- 
lecture series to students in the) 
advertising principles class at the 
University of Missouri school of | 
journalism. Mr. Macheca’s talk on | 
careers followed other discussions | 
ranging from art to media to the 
advertising campaign. The series 
was conceived by Marvin D. Mc- 
Queen, D’Arcy vp, and Ear! F. Eng- 
lish, journalism dean. 


Moos Joins Ruppert 

Thomas Moos, formerly assist- | 
ant to the advertising manager of 
Lehn & Fink Products Co., New| 
York, and before that production | 
manager of Alley & Richards, has 
joined Jacob Ruppert, New York | 
brewer, as assistant sales promo- | 
tion manager. 


“In Paris ... it’s the Eiffel tower 


OCAT 


ee of 


: - in Kansas City it's KCMO’s “‘Eye-full” eas 
ALLEST SELF-SUPPORTED TOWER IN THE WORLD 


ED AT BROADCASTING HOUSE, KANSAS CITY 
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KCMO tower 
1,042 ft. 


Eiffel tower 
984 ft. 


oolworth 
Bidg. 
792 ft. 
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Coming 
Conventions 


*Indicates first listing in this column. 

Jan. 14. Advertising and Sales Club of 
Toronto, 12th annual Sales Management 
Conference, Royal York Hotel, Toronto. 

Jan. 17-18. Midwestern Advertising 
Agency Network, Bismark Hotel, Chicago. 

Jan. 17-19. Advertising Assn. of the 
West, midwinter conference, Hotel del 
Coronado, San Diego. 

Jan. 20-22. Newspaper Advertising Exec- 
utives Assn., Edgewater Beach Hotel, Chi- 
cago. 

Feb. 19-21. Continental Advertising 
Agency Network, annual convention, Ho- 
tel Warwick, Philadelphia. 

Feb. 21-22. Northwest Daily Press Assn., 
39th annual meeting, Hotel Radisson, Min- 
neapolis. 

Feb. 23-25. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

March 3-4. New England Newspaper 
Advertising Executives Assn., winter 
meeting, University Club, Boston. 

March 9-16. Assn. of Railroad Advertis- 
ing Managers, Mayflower Hotel, Wash- 
ington, D. C. 

March 27. Associated Business Publica- 
tions, annual eastern conference, Hotel 
Roosevelt, New York. 

April 16-17. Point-of-Purchase Adver- 
tising Institute, Hotel Sheraton-Astor, 
New York. 

April 17. University of Michigan, 5th an- 
nual advertising conference, sponsored by 
the depertments of journalism and art 
and the school of business administration, 
in Ann Arbor. 

April 22-24. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 24-26. Advertising Federation of 
America, 4th District, The Floridian, Tam- 


pa. 

April 24-26. American Assn. of Adver- 
tising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W. Va. 

April 27-May 1. National Assn. of Broad- 
casters, Biltmore and Statler Hotels, Los 
Angeles. 

April 30-May 2. Sales Promotion Exec- 
utives Assn., first national convention, 
Hotel Roosevelt, New York. 

May 4-7. National Newspaper Promotion 
Assn., national convention, Penn-Shera- 
ton Hotel, Pittsburgh. 

May 5-7. Assn. of Canadian Advertisers, 
annual meeting, Royal York Hotel, Toron- 
to. 

*May 8-9. Business Newspapers Assn. of 
Canada and affiliated groups, annual 
meeting, Royal York Hotel, Toronto. 

*May 15-16. International Advertising 
Assn., annual convention, Hotel Roosevelt, 
New York. 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 
Inn, Asheville, N. C. 

June 3-6. National Industrial Advertisers 


Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis. 
June 8-11. Advertising Federation of 


America, 54th annual convention, Hilton- 
Statier Hotel, Dallas. 

June 9-11. Assn. of National Advertis- 
ers, spring meeting, Drake Hotel, Chicago 


June 22-26. Advertising Assn. of the 


FRISKY — Pretty 


Jann Darlyn, 
with pick, and 
Basil Bassett 


make the point 
that there is 
money in the sil- 
ver anniversary 
promotion of 
Friskies canned 
dog food. Carna- 
tion Co. has 
scheduled the 
promotian for 
January through 
March and in- 
cludes coupon of- 
fers advertised in 
print, tv (“Burns 
& Allen”) and 
point of purchase 
material. Erwin 
Wasey, Ruthrauff 
& Ryan is the 
agency. 


| Skinner Joins Katz Agency 

George Skinner, 
personality and program consult- 
ant, has joined Katz Agency, New 
York, national advertising repre- 
sentative, as a fulltime radio pro- 
gram consultant. He was a pro- 
gram consultant to six stations be- 
fore joining Katz. Before that he 
performed on a number of radio 
jena tv shows on various New 
York stations and was moderator 
of “Make Up Your Mind” on CBS 
Radio. 


McGraw-Hill Offers List 

A new 36-page catalog, which 
describes more than 150 business 
and industrial mailing lists, is be- 
ing offered by the direct mail divi- 
sion of McGraw-Hill Publishing 
Co., 330 W. 42nd St., New York. 
Free copies are available from the 
publisher. 


Borden Promotes Jimison 

W. A. Jimison has been named 
advertising director of the Chica- 
|go-central district of Borden Co. 
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He formerly was advertising di- 


broadcasting rector of the company’s Chicago 


milk division. 


in YOUR Business... 


Chicages 


best hotel is . 


505 NW. MICHIGAN AVE. 
CHIC 


752 advertising 
agencies, publishers, 
media represent- 
atives, broadcast, 
and graphic art 
firms are within 5 
blocks! 


the home of the CHICAGO PRESS CLUB 
HAROLD P. BOCK, General Manager 


° 
Call Nearest SHERATON for 
Free Teletype Reservation 


West, 55th annual convention, Vancouver, 
B. C. 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

Aug. 13-14. 3rd Annual Circulation 
Seminar for Business Publications, Edge- 
water Beach Hotel, Chicago. 

*Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase-Park 
Plaza Hotels, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4lst annual convention, Chase-Park 
Plaza, St. Louis. 

*Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

Oct. 5-9. Gutdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

*Nov. 3-4. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel. 


Billings of $2,000,000 
Mark Jackson, Haerr’s Sth 
Jackson, Haerr, Peterson & Hall, 
founded in November of 1952, cele- 
brated its fifth anniversary with 
billings in excess of $2,000,000. The 
agency started with six employes 
and about $180,000 in billings. Now 
it has 30 employes in four »ffices: 
Peoria, Ill., Chicago, Minn apolis, 
and Jefferson City, Mo. 
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712 FEDERAL STREET 


SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 


* CHICAGO 6, ILLINOIS 


TOURIST 
EXPENDITURES 


Estimated 1956 


Tucson Chamber of Commerce 


$40,000,000. 


SALES 


July 1956 - July 1957 


$25,520,000. 


FILLING STATION 


Standard Rate & Data Service 


MOTOR VEHICLE 
REGISTRATION 


1956—State Highway 
Dept. 


100,062 


Tucson Newspapers offer the only effective advertising coverage of 


~The Arizona 


the rich 4-county Southern Arizona Market. 


ARIZONA 
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Ree: oo wee eR. 


in fifty-nine important population 
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The Sunday Picture Magazine 


Parade 


Ae eethority anewers questions oe 
BEART DISEASE AND THE 
roops Tou BAT 


A Wop labor lender tells how to 
clear ap crooked anions 


Parade...The Sunday magazine 
section of 59 fine newspapers 


covering some 2800 markets...with 
16 million readers every week. 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


| THE NATIONAL NEWSPAPER OF MARKETING : 


From an Art Director's Viewpoint . . . 


Put on Another Log .. . He's Coming 


By Andy Armstrong 

This last Christmas season ran true to 
form. The magazines got all crowded up 
with broken-down Santa Clauses. Where 
do they get those guys, anyway? Any kid 
big enough to browse through the adver- 
tising would come out 
with the firm idea that 
Santa Claus is a hope- 
less slob. 

When the old fraud 
isn’t getting his beard 
straightened 
by a curved and var- 
nished babe who 
couldn’t possibly be 
Mama, he’s lifting it to 
make way foran 
electric shaver. Or he’s sneaking a beer 
downstairs while visions of sugar plums 


Andy Armstrong 


Santa until next year. Let’s talk now 
about wassail bowls. 

If all the wassail bowls in the year-end 
ads were placed rim to rim, they’d remind 
you of an office party. Or maybe they’d re- 
mind you of what only one wassail bowl 
looks like, after you’ve been at the office 
party an hour or two. 


® That’s the Magazine Christmas. A rash 
of red snow suits and/or cut-glass bath- 
tubs awash with eggnog. And about one 
new idea per carload. Like the watch ad 
shown here. 

Logic isn’t allowed to run away with the 
fun here. The fun doesn’t kill the logic, 
either. And the combination is easy to 
take; it gives the reader something in re- 
turn for his attention. Most of all, he gets 
a rest from the merchant’s Kris Kringle 


dance through the heads on the pillows 
upstairs. Sometimes he’s a woman (Gen- 
eral Electric). Sometimes he’s another 
kid (Esquire socks). But mostly he’s a 
dead giveaway. Disillusioning for the 
small fry, and The-Least-Interesting- 
Character-I-Ever-Met for the large fry. 
Well, that’s all the conversation about 


Employe Communications . . . 


and that other clown, John Barleycorn. 
The worst that can happen here to your 
youngster’s illusions is that he may try 
dunking his Mickey Mouse watch in the 
milk. 

Keep a close eye on him until, say, 
St. Patrick’s Day. He (and you) should 
have forgotten this ad by then. + 


What's on Management's Mind Today? 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own Organization in emplaye 
relations.) 

The midwinter personnel conference of 
the American Management Assn., largest 
personnel confab in industry, provides 
each year the clues to what’s on manage- 
ment’s mind in the field of industrial rela- 


tions. The 1958 meeting will be held Feb. 
17-19 at the Palmer House, Chicago, and a 
preview of the program suggests the top- 
ics with which personnel men will grapple 
from here on in. 

Some management people, satisfied that 
the economic leveling off will flatten la- 
bor d2mands, aren’t paying much attention 
to labor relations in 1958, in the bizarre 


belief that everything will take care of it- 
self. The great majority of industrial re- 
lations people, however, believe this can 
be one of the roughest bargaining years in 
recent history. The reason: Unions, reces- 
sion or not, are determined not to yield 
an inch of the ground they have worked 
so long to gain. 


s Although management is sniffing con- 
temptuously at the suggestion of a four- 
day week, AMA delegates will find that 
this threatening labor demand will receive 
plenty of attention at the conference. How 
much will recent uncertain economic 
trends temper labor’s predicted demands? 
What sort of pace will the auto bargaining 
sessions produce? How will relations be 
affected by Senate exposure of union 
racketeering? What about the effects of 
possible ousters of several unions from the 
AFL-CIO? These are among the weighty 
questions the platform performers will 
seek to answer. 

The year 1958, the program suggests, 
will see management evaluating more 
carefully and perhaps critically the loose 
relationship between collective bargaining 
and industrial relations, between indus- 
trial relations and public relations. There 
is a growing sentiment that these func- 


tions should be more closely grouped. 
Changes in labor laws will come under 
scrutiny. Techniques for moving a plant 
and its personnel will be examined. Col- 
lege recruiting will get a close look—1958, 
for men with special skills in this atomic 
era, will be a robust year and recruiting 
will become increasingly an art. 

The AMA offers two lively panels in 
February—the first concerns the bargain- 
ing climate; the second the shorter work 
week and its implications. A feature of 
the second panel will be an anonymous 
“moonlighter”—an involuntary cut-back- 
to-four-day-worker who spends his so- 
called leisure in another plant, or as a 
taxi driver or perhaps as a bartender. The 
“moonlighter” will create a whole new 
school of labor problems if the four-day 
work week becomes a reality. 

One of the rich by-products of the AMA 
midwinter personnel conference is the op- 
portunity it affords delegates to gather in 
informal groups and swap personal ex- 
periences. The seasoned delegate catches 
up on his sleep before he reaches the 
Palmer House, because he knows he will 
be talking shop with the fellows every 
night, and often far into the morning. A 
good personnel man just happens to be 
built that way. + 


Looking at Radio and Television ... 


Networks Inherit in Money Squeeze 


By the Eye and Ear Man 


This is the time when the television 
programs for the fall of 1958 are incubat- 
ing—and the pilots, which determine 
whether ideas for film shows will work, 
are being shot. The outlines of the coming 
season can be predicted on the basis of 
this sketchy information. 

The eternal struggle for control of tele- 
vision takes precedence over all other sub- 
jects. If they had their choice, most pro- 
ducers of ideas and programs would prefer 
to sell programs to advertisers. The 
thought that their potential buyers would 
be limited to three network representa- 
tives scares the daylights out of them. 


= But there’s a money freeze on. Pilot 
films for a 30-minute show cost about 
$50,000 each in the current market. The 
risk capital is getting harder than ever to 
raise because of the failure of most pilots. 
Few producers have the money them- 
selves. Few advertisers are willing to pay 
for what they normally get for nothing. 
So unless the pilot can be worked into an 
anthology series, like the “GE Theater,” 
there is, as a rule, only one eager group of 
angels for pilots—the networks. 

Because network supremacy—and 
therefore sales—depends on the program- 
ming, the network president’s No. 1 job is 
to beat the other fellow. Cost seems to be 
no object in this race: witness the long- 
term deals still held by performers not 
even on the air, such as Milton Berle and 
Jackie Gleason. A pilot is considered a 
worth while risk and the money comes 
from the substantial profits made from the 


sale of time and sometimes from the sale 
of the program. 

In exchange for the $50,000 risk capital 
the networks get two important things: 
One is control of the idea and talent, and 
the other is 50% of the profits. The latter 
may be legislated against in time, but the 
first reason will always be with us. : 

An advertiser can make the same deal 
for $50,000, of course, and the producers 
would prefer to make it with the advertis- 
er or his agency, but the commitment must 
have been made by December, 1957, for 
film programs which will be on the air in 
the fall of 1958. All network buyers know 
that they must fill their nighttime air with 
programs years in advance, but few ad- 
vertisers (except the giants) know what 


their profit situation or advertising plans 
will be that far in advance. 

The obvious result) is that more and 
more program control will seep into the 
hands of the networks, and the advertiser 
must buy from the network, which often 
locks time and talent into a single package. 

The only other alternatives for the ad- 
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vertiser are (1) to hope that the producers 
will be able to raise their risk capital from 
other sources; (2) buy from paper without 
a pilot; (3) buy a show which has been 
presented on an anthology. 

The latter method of buying shows is 
becoming more popular. If all the ingre- 
dients of a show—star, writers, producer, 
director and studio—are known, it is some- 
times possible to make a decision without 
seeing a prototype of the show. In other 
cases, such as anthologies or musicals, the 
pilot rarely proves anything. The popular- 
ity of the star and the continuing quality 
will determine the results. 


® Since the time and talent cost of a half 
hour network program is now $5,000,000 
a year, most advertisers like to see some- 
thing before they buy. The disasters of 
this year, such as Frank Sinatra and the 
other musical guys and girls, Guy Mitch- 
ell, Pat Boone, Patrice Munsel, Polly 
Bergen, Giselle MacKenzie, etc., might not 
have been averted by pilots, but pilots 
certainly would have minimized the risk. 
One further observation is necessary: 
In order to commit for a pilot or control a 
show, an advertiser has to have a whole 
time period. It is virtually impossible to 


control a program without having all of it. 
There are projectable only about 25 time 
periods which are controlled by a single 
advertiser and may continue into 1959. 
The customers are therefore increasing- 
ly limited to food, scap, cigarets and drug 
products. The automutive and hard goods 
manufacturers are notorious in-and-out- 
ers. 


s It appears, therefore, that the networks 
are becoming increasingly autonomous in 
the programming field, and even if legis- 
lative action is taken, there is no way at 
this time to regulate programming with- 
out them. If this evolutionary action con- 
tinues, the magazine principle of buying a 
part of a program will grow more com- 
monplace. 

Buying from a network can be both good 
and bad. It is good if supply and demand 
force networks to cut prices on programs 
in marginal times and underwrite some of 
the programming costs. It is good because 
an advertiser can spread his programming 
risk and buy only successful shows. It is 
bad if a network can get a premium price 
for shows it controls. It would be great 
if there were a guaranteed cost per thou- 
sand. # 


Mail Order and Direct Mail Advertising ... 


How to Key Mail Order Advertisements 


By Elon G. Borton 

In front of me is a space magazine 
with a number of mail order advertise- 
ments in it—all with reply coupons. It 
must be puzzling to a casual reader to 
note the various addresses in these cou- 
pons: Box 3806 B, 
Dept. DM 16, 339 
Church St., 908 Jones 
Bldg., 563 N. Fifth 
Ave., and one saying, 
“Request Catalog B.” 

Three advertisers 
each have a number of 
ads in this issue. These 
vary their reply ad- 
dresses from ad to ad. 
One has Box 21019 H, 
Box 45953 H and Box 70953 H. Another 
uses five different room numbers in his 
office building in his five ads. 

All these are simply methods of keying 
the ads so the returned coupon or other 
response will tell the advertiser from what 
publication and what issue the reply 
comes. 


Elon G. Borton 


s Some methods may seem involved, but 
really are simple when understood. Thus 
one advertiser, a correspondence school 
using about 100 magazines, has a different 
number for each publication, which is in- 
cluded in every ad in that magazine. Then 
he adds to the box or department number 
the number of the month and a letter tell- 
ing what training course or group of 
courses is featured in the ad. Thus Dept 


9493 H tells him it is an Accountancy ad- 
vertisement in the September issue of the 
magazine whose code number is 493. As 
the inquiries or coupons come in, a clerk 
glancing at the code number credits daily 
the advertisement and magazine accord- 
ingly. 

Later to the record is added the outcome 
of the inquiry—how handled (by sales- 
man or mail), and when sold. 

At any time the advertiser and his 
agency can tell from a glance at the record 
how any particular advertisement pulls, 
what each magazine produces in results 
(both inquiries and sales), how fast the 
inquiries come and how quickly or slowly 
they are converted into sales. He also 
knows what advertising in any publication 
costs him per inquiry and per sale and, by 
coordination with other company records, 
how good the quality of the sales. 


® From a study of these figures on a num- 
ber of publications, the advertiser knows 
which seasons or months are best for his 
advertising results. From watching the 
results on any publication he catches 
changing trends in the publication itself. 
From the records on a number of ads he 
soon knows which sales appeals are best 
for him and can quickly change them as 
conditions change among his prospects. 
Obviously such keying and records give 
the advertiser a close and continuing 
check on his advertising. Mail order ad- 
vertising is probably the closest to a 
science of any kind of advertising. = 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

Here are two ways to communicate (?) a 
story to the buying public. At the left the 
assumption on the part of the store is: “It 
is our responsibility to inform the people 
and acquaint them quickly and certainly 
of the service we can perform for them 
with this item.” 

At the right the assumption is: “We are 
artists. Let us from within the narrow 
vision of our blinders create an ad we like. 


It is the responsibility of the public to dig 
out—if they care to—anything we may, in 
our indifference to them, choose to hide as 
a message within this space.” 


s In the first case the advertising fulfills 
its responsibility to the customer, hence 
to the store. In the second case, the adver- 
tising fulfills its responsibility to none but 
the esoteric standards of the ad creators. 

In the first ad, artists and writers com- 
bine their talents to render service and be 
informative. In the second they combine 
their talents to conceal the story the store 
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The Creative Man’s Corner... 


up and down the land. # 


Year-End Statement 


We are aware that the Volkswagen has proved enormously popular, that 
it outsells all other foreign cars here in the U.S., and we are interested to 
learn, as this advertisement tells us, that the Volkswagen is now sold and liked 


value to a much greater degree than American cars, because their manufac- 
turer does not inflict an artificial obsolescence on Volkswagen owners through 
drastic yearly changes, because they have an air-cooled engine, because they 
are attractive and sensible and inexpensive and smart. 

Pierre Martineau, Ernest Dichter and James Vicary to the contrary notwith- 
standing, this—in our opinion—is the message Volkswagen should be shouting 


in more than 100 nations. But the 
message is little more than a curious 
fact—it is not a selling message for 
Volkswagen. 


By this we mean that, even though 
something like 100,000 Volkswagens 
(we think this is the figure) are be- 
ing bought in the U.S., the market 
could be more actively cultivated— 
not just for the present (there is a 
four-month wait for the car, we are 
told)—but for the future. 


The people who are buying Volks- 
wagens are buying them for specific 
reasons—not because they are sold in 
more than 100 nations but because 
they make a terrific second car, be- 
cause they are wonderful for a woman 
to handle, because they are easy to 
park, because they are economical for 
commuting, because they retain their 


paid its money to reveal. 

In this product’s story needing to be 
told, the day both ads ran, the essential 
facts were: 

This excellent deodorant—NOW 


HALF PRICE— 
instantly checks perspiration, stops 
odor. 


It is “acid-controlled”—it doesn’t ir- 
ritate skin 
or acid-damage clothes. 

You can save $3 on the handy 6-pack. 

Choose stick or cream. 

The stick too, stops odor 24 hours, 
without closing pores! 


Regular price #1 
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This is a pretty good story, worth spend- 
ing money on. The ad at left tells it all, 
omitting mention of nothing but fragrance 
—probably deliberately, for many people 
do not want their deodorants to “smell 
pretty.” (I would have mentioned it.) It 
is a professionally created sales message. 

The ad at right mentions scent at once, 
as though that were the most vital thing in 
a deodorant. It even suggests scent in the 
illustration—flowers under the arms, no 
less. The second ad calls these “good per- 
formers” but does not say they check odor 
or perspiration. It doesn’t suggest multi- 
ple savings. At its end in small type it lets 
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As dependable come summer as they are any warm spring day. Have 
the fluffy beigecolored cream style (2-02. jar) ot the pale. cool- 
colored green stickh—this is nice to keep m handbag. take traveling (2%e- 
on. stick). Why not order several now. Each ome a special value, cab 
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The big trend in 


New York newspaper 


reading is to 
The New York Times 


Newspaper sales, like most other sales, go up and down. 
But sales of The New York Times in recent years have 


shown a steady trend in only one direction—up. 


This is significant. Even more so is the fact that The New 
York Times is the only New York City newspaper that 
gained weekday circulation in the six months ended 


September 30, a regular measurement period. 


Continuing this upward trend, weekday (Monday- 
Friday ) circulation of The New York Times during Octo- 
ber and November averaged 650,771, Sunday circulation 
averaged 1,291,568. 


This tops by over 5,000 the high October-November aver- 
ages of 1956 when the arresting headlines reporting the 
Hungarian revolt, the Suez invasion and the Presidential 


election campaign sent sales of The Times to record levels. 


These figures can mean only one thing. More and more 
New Yorkers are turning to The New York Times because 
they find in it what they want—a bright, interesting, 
intelligent, clear report of the world’s news that day. 


And when readers get what they want out of a news- 


paper, so do advertisers. 


THE NEW YORK CITY WEEKDAY 
NEWSPAPER PICTURE AT A GLANCE 


(Based on Monday-Friday averages for 6 months ended Sept. 


30, 1957, compared with averages for the same period in 1956) 
UP DOWN 
THE NEW YORK TIMES 13,473 
NEWSPAPER B 34,901 
NEWSPAPER C 76,714 
NEWSPAPER D 24,766 
NEWSPAPER E 132,425 
NEWSPAPER F 115,153 
NEWSPAPER G 69,601 
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the secret out that they are now a special 
value, each 50¢. 

Someone may say: “The ad at the left is 
ugly. The one at the right is good-look- 
ing.” This is a discussion of message and 
not the way it is communicated. Appear- 
ance can be anything any store requires to 
suit its taste and characteristics. If a 
store wants to make an ad good looking it 
need not emasculate and make sterile the 
story. 

If this ad were criticized to its creators 
they might say: “But it sold deodorant.” 
Too many ad creators are satisfied if an 
ad sells something—having little concern 
whether it sold to as many people as pos- 
sible, or as many people as would be 
pleased to have been sold. Moreover, 
whenever an event is on in a number of 
stores across a city, all the ads help the 
popular or dominant store, because many 
readers who note the good (or weak) ads 
of other stores say to themselves: 
“Blank’s, my favorite store, will have this 


Tips for the Production Man... 


oo.” So they order from Blank’s. 

It is for this reason that the best mer- 
chandised and most popular stores can af- 
ford to waste much money in advertising 
—and often do. Their advertising can 
rarely be so bad as to actually enrage or 
estrange their friends. In other words, if 
weak advertising doesn’t do them much 
good, it at least doesn’t hurt them, so they 
get along with it. 

But they bleed profit and volume, a lit- 
tle here, a little there, and ultimately must 
come a day of reckoning. Then they learn 
(perhaps) to use advertising to serve the 
economy of the store and the needs of the 
public, instead of the immature tastes and 
judgments of undisciplined advertising 
tastes and intellects. 


® This is a common failing in big store 
advertising today. When business gets a 
little tough, many stores will be on the 
hunt for people who can sell well in 
print. = 


Reverse Plates Without Engraving 


By Kenneth B. Butler 


Specially designed reverse type for 
casting on the Ludlow typesetting ma- 
chine has been introduced, which makes 
it possible for printers who have this 
equipment to set reverse plate headings 
for editorial or advertising use without 
the cost of etch proofs or reverse plate 
engravings. 

At the present time these mats are 
available in sizes 12 point through 36 
point in the condensed gothic style, and 
up through 24 point in a bold condensed 
gothic type. 

Length of line is limited to the meas- 
ure which can be set on a Ludlow, 
namely 22% picas. In longer lines a break 
must occur where the slugs butt together. 


# These special matrices have been de- 
signed by the Service Engraving Works, 
692 Broadway, New York 12, and are of- 
fered to printers and publishers who 
operate Ludlow equipment. 

The lines are set from individual mat- 
rices, the same as any Ludlow type, but 
print in a continuous reverse plate line. 

The manufacturer offers choices of 
“end” matrices which offer various de- 
signs or patterns for beginning and end 
of lines, in addition to the normal square 
finish terminals. 


A great deal of creative variety is 
possible in the composition of such re- 
verse plate lines. Among them: 


e Staggered alignment of letters. 

e Individual letters separately reversed. 
e Each word in separate reverse blocks. 
e Letters slanted to left or to right. 

e Mixture of sizes within a line. 


e Individual letters mixed tilted and 
vertical. 

The cost of a font of mats in a given 
size amounts to about $126, and the mats 
are good for almost indefinite use. For 
printing on coated stock the Ludlow 
slugs, after casting, should be burnished. 
Nearly every printer having a Ludlow 
has the burnishing machine. This is a 
finishing operation normally used with 
casting of regular type and is very rapid. 

The numerals in these fonts are espe- 
cially useful in providing reverse plate 
headings for numerical identification of 
copy blocks, in keying captions to draw- 
ings or illustrations . . . any place where 
1, 2, 3 identification is desired. 

They may also be employed as reverse 
plate initial letters to begin body copy, 
or for “follow initials” spread throughout 
long blocks of straight matter as 
“breathers.” # 
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How to get the most out of this joint 


If one of your resolutions for 1958 is to 
clarify your roughs to the art depart- 
ment, you may want to use these help- 
ful tips on how and why to bend the 
elbow. 


Last lesson (AA, Dec. 30) we studied 
the principle of the simple range of 
the forearm, determined by the posi- 
tion of the elbow. Here are examples 
of a few of the hundreds of practical 
occasions where a properly bent el- 
bow will assist the artist in develop- 
ing and rendering your ad message. 


Ways to draw somebody thinking; 
scratching the scalp, beard, ear, etc. 


Ways to show degrees of enthusiasm, 
tenderness or disgust about holding 
product. 


Ways to express calm (1); action 
(2); energy: (3); muscle (4); light 
kiss (5); embrace (6); etc. (7). 


Practice these practical bent elbows 
and try a few on your own, for cor- 
rectness of art instructions in your 
roughs. 


Next Lesson: “How to Bend the Knee” 


>. 
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They all look good—| just don’t know which one to buy. 


There’s one with a McCall’s Use-Tested Tag. Let’s 
see what it says. 


And here’s more: ‘‘We hung heavy draperies, opened and 
closed them repeatedly. The operation remained smooth, 
speedy and positive even after rugged use. The rod proved 
to be wonderfully durable, and the nylon glides easy-sliding 
and quiet.” 


Well, now, that makes sense. And if McCall's likes it, I'm 
sure | will, too. 


McCall 


(WITH AN ASSIST FROM 
McCALL’S USE-TESTED* TAG) 


It says: ‘‘We installed these rods in ceiling, wall and casing 
situations. They were easy to put up and gave a firm, steady 
fixture in each case.” 


@ Here's a point-of-purchase sales-piece that makes 
sense — and sales, too. 


McCall's Use-Tested Tag serves as an authoritative, 
persuasive stand-in when a salesman isn’t around — 
and an impartial third-party confirmation when he is 
around and uses it in his sales talk. 


Why? Because the authority of McCall’s is behind 
each Use-Tested Tag—and the tag itself tells the 
customer exactly what she wants to know about a 
product in friendly, non-technical, easy-to-understand 
language. 


If you'd like to learn how to put the power of McCall’s 
Use-Tested program to work for your product, write 
to McCall's, 230 Park Avenue, New York 17, N. Y. — 
or see your McCall's representative. 


The magazine of Togetherness, reaching more than 5,200,000 families 
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The tabulation below is probably the most comprehensive and ac- 
curate set of figures ever assembled on corporate advertising expen- 
ditures. 

The figures, based on source data on file at the Internal Revenue 
Service, show the average percentage of sales invested in advertising 
by 282 separate product groups. The source data was developed by 
the Internal Revenue Service from corporate tax reports for 1954. 

The tabulation represents an expansion of previous data on adver- 
tising expenditures which ApverTISING AGE has compiled each year 
from the annually published statistics of the Internal Revenue Service. 

Because of the scarcity of reliable information about actual sums 
spent for advertising by various industries, information published by 
the Revenue Service had been regarded as a useful indicator, but 
in many instances the significance of the information was reduced 
because the industrial groups in the published statistics are very 
broad. 


® Now for the first time, ApvertisING AGE has been allowed to go 
behind the published materials, and examine the source book contain- 
ing the tabulations which are the basis of the general information 
published by the government. 

Whereas the published statistics cover only 67 general industry 
groups, the source material provided a basis for expenditure ratios 
covering 282 industry groups. In dozens of instances, the additional 
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Per Cent of Sales Invested in Advertising Shown 
for 282 Separate Product Classifications 


breakdowns are so significant that the new tax data become im- 
measurably more important as an indicator of the ratio of advertising 
expenditures to sales. 

There are still, however, important limitations which must be 
recognized in using data which are taken from tax forms. One limita- 
tion is that the individual companies determine for themselves the 
kinds of expenditures that are classified as advertising for tax pur- 
poses. As a result many companies undoubtedly include in their re- 
ports expenses other than those incurred in the purchase of time 
and space, or in the preparation of promotion material. 


® Moreover, classification impurities are also inevitable in the sta- 
tistics because they are a by-product of a tax system which allows 
complex corporations to file consolidated reports covering all their 
affiliates, if they wish. Where a single report covers the total business 
of a corporate complex, all of the activity of that corporation has 
been tabulated under the business activity which accounts for the 
largest percentage of total receipts. This necessarily results in over- 
stating the volume for some industries, while understating others. 

Despite these limitations, results for individual industries appear to 
be consistent with the best information available from other sources, 
and the new detailed breakdowns undoubtedly represent a great im- 
provement over any general information of this type that has been 
available in the past. + 


Per Cent Industry Per Cent Industry Per Cent 
All Industrial Groups ..............ccccccssseseneeees 1.09 Yarn, Thread (Cotton, Wool, Silk. Industrial Organic Chemicais, e.g., 
Agriculture, Forestry, Fishing .................... 0.60 ee | ee 0.47 Plastics, Synthetic Rubber 
Farms, Agricultural Services ................ 0.62 Broad Woven Fabrics (Wool, Worsted) 0.59 I a ce ccscccuncaped 0.84 
SITIEED xsscstinesnivencnisesinenscipcemnensnestennnesoosssnenasie Broad Woven Fabrics (Cotton) ................ 0.54 Drugs and Medicines ..................::c0ss000 8.54 
IID <cncccncossnsescrsinscsononsesosoveveonsvsssecceneseeess 0.13 Narrow Fabrics, Small Wares (Wool. Soap and Glycerin, Cleaning and 
Mining and Quarrying «2.0... 0.16 Cotton, Silk, Synthetic Fiber) .............. 0.34 Polishing Preparations, Etc. ................ 9.12 
seine cs ssscnengttlditiahsiiiaianite 0.03 SESE Ee 1.06 Paints, Varnishes, Lacquers, etc. ............ 1.52 
CE 7 Dyeing, Furnishing Textiles, Except Perfumes, Cosmetics, Toiletries .............. 14.34 
Copper, Lead, Zinc, Gold, Silver ............ - EE ee 0.33 TIED : scesitstiessdietiiinsliiesniatpiddeninentinaenescnstte 0.42 
Other Metal Mining cititipanssitiitaensilaniitiesiis 0.22 Cc ts, Other Floor Coverings ............ 2.20 Oil, Fats (Animal, Vegetable), 
— — stethaienennsnenanslanitmnanes 4 Sate, Encopt Clothing. Millinery ........... 1.82 Except Edible Cooking Oils .................. 0.28 
setteeeenceeseneeneneceasenneentenes . Other Textile Mill Products .................... 0.44 Other Chemical Products ..........000c0c00. 1.24 
att Natural Gas and con Textile Mill Products Not Allocable ...... 0.36 Chemicals and Allied Products 
» - on ae seeeesees ee seeeeees . weseeeee : Apparel, Products Made from Fabric ........ 0.96 i icciiceliiicl ticisinnscsihiadinks 2.45 
ee hess FE EE 0.97 Petroleum and Coal Products ..............:0 0.49 
Natural Gasoline ............ccccccceceseeseeseeees 0.08 : g Sened Refi 
Oil, Gas-Field Contract Services ............ 0.33 Women’s Clothing .o.........ccccccccesseeseeenee 1.06 etroloum Refining ................--ssseesssesees 0.46 
Nonmetallic Mining and Quarrying ...... 0.30 IIE snssccccxsesmsnanncconssiiuiadisassachiaianlials 0.30 Other Petroleum and Coal Products ...... 1.38 
Stone, Sand and Gravel ..............00ss-00 0.24 NS SS Sant 0.40 Bieter Pe ARTOR icsnsersccsecceosutentsosszntomneseases 1.23 
Other Nonmetallic Mining and Other Apparel, Accessories 0.0.0.0... 1.15 Tires and Inner Tubes «00.0.0... 1.25 
RSC ee 0.44 Other Fabricated Textile Products ........ 0.67 Other Rubber Products, Including 
SSO ee 0.23 Apparel, Products Made From Fabric Rubberized Fabrics and Clothing ... 1.14 
General Building Contractors ................ 0.17 BONO TI ii isenscccsintihitbattccntiensiininis 0.65 Leather and Leather Products ...................... 1.20 
General Contractors, Not Building ........ 0.13 Lumber, Wood Products, Not Furniture .... 0.37 Leather, Tanned, Curried and 
General Contractors, Not Allocable .... 0.11 Logging Camps, Logging Contractors, I AA actin nsesent in ahinatkbehemt ees 0.35 
Special Trade Contractors ..............csses00 0.38 Sawmills, Planing Mills .................0000 0.23 Footwear, Except Rubber ....................000 1.41 
Cee CO OTIICTION ..0<.00cesccescccccsesccnssccccceses 0.21 Millwork, Plywood, Prefabricated Other Leather Products .0...000000000-.cccccccss 1.27 
ESET Eee aa ae 1.27 Structural Wood Products .................... 0.70 Stone, Clay and Glass Products .................. 0.78 
a i cccisinidsesiscanigiinnananpecnn 4.29 Wooden Containers ............--ssseessssssssssss 0.21 Glass and Glass Products ...0............:00000. 0.79 
Nonalcoholic Beverages ...............cc0s0+++ 5.06 Other Wood Products ..............-ccsssssssssessee 0.64 Cement (Hydraulic) .0.0.0.0...........ccccscscsseseee 0.24 
Malt Liquors and Malt ....0...........c0c0000 6.76 Furniture and Fixtures ..0.0.0...0......0.cccccceseeeees 1.32 Structural Clay Products .0..........cccccccsuee 0.69 
Ni a seit inctaniniesiinanbersnettntamen 4.83 Furniture—Household, Office, Pottery and Related Products .................. 0.98 
Distilled, Rectified and Blended Public Building. Professional .............. 1.38 Concrete, Gypsum and Plastic Prod- 
aa is os saccdllladecbiensdcicl taeeactiadaessiis 1.94 Partitions, Shelving, Lockers; I sccesnnnntsinnsicensccstnensecineencsnszeccenthanssenecese 0.95 
Food, Kindred Products ...cccccccccssesssescssosseeseee 1.80 Office and Store Fixtures .................... 0.79 Cut-stone and Stone Products .................. 0.80 
it a A le 0.54 Window-Door Screens, Shades, Blinds. 1.41 Abrasives, Asbestos, and Other Non- 
Detiry Proceacts ...ccccsesccsscsssssssssssnsssescesnseees 1.95 Other Furniture, Fixtures ............--.....00 0.77 metallic Mineral Products ............000000- 0.88 
Canning Fruits, Vegetables and Paper and Allied Products ...................-. 0.53 Primary Metal Industries 0.0.0... 0.35 
2 eer 2.64 Pulp, Paper and Paperboard. .................. 0.48 Blast Furnaces. Steclwecks end 
Grain Mill Products, Except Cereal Paper Bags, Paperboard Containers ......_ 0.24 ORT 0.24 
I cttirnensssnsacsennenarsstannecsnzesencces 1.77 Pulp Goods, Other Converted Paper Iron and Steel Foundries .......................... 0.26 
Bakery Products Oe 2.35 Products euccnebbbeddsnapeseoccessocesocoseeorecesocceéosoosenees 1.25 Smelting. Refining, Rolling. 
GORI sacctmenniccncnesvnscsstsisccscnessesnccncvessovencscontorecs 0.20 Printing, Publishing and Allied Drawing and Alloying of Non- 
Confectionery Sescentatoadtiinnbeiadheeiunrectcsmenneaen 2.90 SESS SS a 0.58 ED 0.61 
Corea] Preparations .............cccccccceseseees 4.72 SOD CTPOIIID ccvscecenssesesecssesenesaqcesumnscosonensscete 0.05 Nonferrous Foundries ...........-ccccccescscesssoeee 0.41 
Other Foods, Including Manufactured ee 0.24 Other Primary Metal Industries .............. 0.38 
Ice and Flavoring Syrups ................... 3.48 BEE ticernmmenininniniietittnecsscinaeaininesmmnnnenaseati 2.20 Primary Metal Industries, Not 
Food and Kindred Products Not Commercial Printing, Lithography ........ 0.74 EE ae Se 0.29 
Allocable duiebinbincusnctsadsendbnasersotncoceseoceeseocee 6.16 Other Printing and Publishing ediwesqeoncenses 0.84 Fabricated Metal Products, Except 
Tobacco Manufacturers ..................s0cceesee0 4.03 Printing, Publishing and Allied Ordnance, Machinery and Tr 
i 2.38 Industries Not Allocable .......0..:.. 1.05 eK 


Textile Mill Products 


tation equipment ...00..0.............cccccccceeeeee 1.10 


Tin Cans and Other Tinware 
* Less than 0.01% 
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Industry Per Cent 
Cutlery, Handtools and General 

TL nee a ae a 3.87 
Heating Apparatus (Except Electric- 

al) and Plumbers’ Supplies .................. 1.45 
Fabricated Structural Metal Prod- 

TED ncsinsscnscenicannpitinthtidemsthidsiniteinenstecsecesees 0.69 
Metal Stamping, Coating and En- 

ESE EESE LEE eR oe? tee ae 0.66 
ES Dae 1.32 
Fabricated Wire Products ........................ 0.74 
Other Fabricated Metal Products ............ 0.80 
Fabricated Metal Products, Not 

EER | ee 0.75 

Machinery, Except Transportation 
Equipment and Electrical .......................... 1.10 
Engines and Turbines, Except auto- 

motive, Aircraft and Railway ............ 1.04 
Agricultural Machinery and Trac- 

CI eaieentenb ite antinertiteslincitintipninengencomnnin 0.99 
Construction and Mining Machinery .... 0.77 
Metal Working Machinery, Including 

EE ee 0.91 
Special Industry Machinery .................... 0.89 
General Industry Machinery .................. 1.14 
Office and Store Machines ...................... 1.48 
Service-Industry and Household 

GES ES Sees ee 1.73 
Other Machinery Parts, and Machine 

I i cieaiastikenitaiiad inital iia atnaes 0.88 
Machinery, Except Transportation 

Equipment and Electrical, Not 

SED cickisistniensaduiiniteiitaitiidmeetiinpinemoraice 0.97 

Electrical Machinery and Equipment ........ 1.72 
Electrical Generating, Transmission 

Distribution and Industrial Ap- 

ITED. snciisiateinnithainianinatisiasinalensiteancnienines 1.62 
Electrical Appliancess ...................cccceseese0es 3.26 
Insulated Wire and Cable ........................ 0.32 
Electrical Equipment for Motor 

Vehicles, Aircraft and Railway 

Locomotives and Cars ............:.ccc0000 1.79 
IID scsscccnicccnstonnsinipttnghiilisnsssiassinncts 0.70 
Radio, Radar and Television Equip- 

ment (Except Radio Tubes), and 

0 a eS 1.91 
Other Communication Equipment and 

BS DOIOED siciccsconsictianibettinttntsiaevn 1.34 
Other Electrical Products, Includ- 

III aiitasecinnedtiecnscenninsseniubiatebenssccee 1.57 
Electrical Machinery and Equip- 

ment, Not Allocable ............0.....c00ccccc0008 1.21 

Transportation Equipment, Except Motor 

ITIIED: innidiiipicicitnsssneintdieadttaiiiaitinnsnseenstniat 0.23 
Aircraft and Parts, Including Air- 

I citatisitiniecetcncenttttanititescenetenssesese 0.18 
Ship and Boat Building and Re- 

ELE a ae 0.36 
Railroad Equipment, Including Loco- 

motives and Streetcars ....................... 0.44 
Motorcycles, Bicycles and Parts ............. 0.90 
Other Transportation Equipment, Ex- 

cept Motor Vehicles ..0..................ccccc000 0.76 

Motor Vehicles and Equipment, 

UGE TRCCUTIOEE ocececcccsessccesscessccessrccccoes 0.62 
Motor Vehicles, Including Bodies 

and Truck Trailers ..0............ccccccceeeeeeee 0.58 
Motor Vehicle Parts and Accessories 

and Passenger Trailers ........................ 0.98 

Ordnance and Accessories ...............0.0.0 0.77 
Guns, Howitzers, Mortars, Related 

Equipment, Including Small Arms ...... 1.14 
Small Arms Ammunition .......................... 1.07 
Other Ordnance and Accessories .......... 0.28 

Scientific Instruments; Photographic 

Equipment; Watches, Clocks .............. 2.04 
Professional Scientific and Con- 

trolling Instruments, Including 

Photographic and Optical Works ...... 1.75 
Watches, Clocks and Clockwork De- 

CR CONG «i vccitittiintcitdbinsncncesmiscrnes 4.53 

Other Manufacturing .0.............ccccccccccceseeeeeees 1.58 


Industry Per Cent 
Jewelry (Precious Metal), Silver- 
ware and Plated Ware ..................000 3.00 
Costume Jewelry, Except Precious 
I ccicnnsaitntnchaciedistibuiteahsinisidtsntasnanbviantons 1.22 
Fabricated Plastic Products, Ex- 
cept Plastic Materials ...................c.000 0.88 
Manufacturing Not Elsewhere Classi- 
ET. Sa a 1.58 
EE EE 0.36 
De iiicibiinintitietenteingtitnnnsinennesenee 0.40 
Railroads and Railway Express .............. 0.07 
Urban, Suburban and Interurban 
Railway (With or Without Bases) ........ 0.15 
Trucking and Warehousing ..................... 0.34 
Other Motor Vehicle Transportation, 
Including Taxicabs and Buses ............ 0.74 
Pipe Line Transportation. .................0000++ 0.01 
Water Transportation ................cccccccceeeeees 0.40 
Air Transportation and Allied Serv- 
ile lceeiiidd iaditeinesiisncsnseistasersesesteinnies 2.51 
Services Incidental to Transpor- 
ite iciccienectitnsectewsinetenemnanene 0.59 
Other Transportations .0...............0cc:c000 0.22 
CD diicitcieitikcrnntnininintieatnnisitiininns 0.44 
Telephone (Wire or Radio) ...................... 0.43 
Telegraph (Wire or Radio) ...................... 0.46 
Radio Broadcasting and Television ........ 0.54 
Other Communication .................6000cc0e 0.76 
Electric and Gas Utilities 2000.00.00... 0.22 
Electric Light and Power ..................:.0000 0.22 
Gas Production and Distribution. 
Except Natural Gas Production .......... 0.22 
Other Public Utilities 200....0.0....ccccccceceeeees 0.14 
I cnccitistmnntiasrcsesetmmmencinenionin 0.08 
Public Utilities Not Elsewhere Classi- 
IED dissahisheesnenincbinibiiahiiditienieneesenstancubseuseinasth 0.32 
De aetteciteteiesseaintieninatindaitniennieenectimnininiial 1.02 
SRE 0.53 
Commission Merchants ..................0:000000 0.54 
Other Wholesalers 2........0.....0.cccccceeeceeeees 0.52 
Wholesale 
iia telah aascnteecneentcbitnnaeenns 0.49 
Alcoholic Beverages .....................ccccc000 1.05 
Apparel and Dry Goods .......................... 0.41 
Chemicals, Paints, Drugs ......................... 1.50 


Hardware, Electrical Goods, Plumb- 
ing and Heating Equipment ................ 0.66 
Lumber, Millwork and Construction 


Ee 0.33 
Machinery and Equipment ...................... 0.56 
Farm Products, (Raw Materials) ............ 0.06 
Wholesalers Not Elsewhere Classified.. 0.45 
Wholesalers Not Allocable ...................... 0.30 

BS Radha didereharcitediptttitnecsesevesssoenssesienssnesons 1.52 
SOU deliehiieieaaiisedibsiadedinibttadttdicinbscceuntahaniasinnnnniens 0.68 
General Merchandise ......................00006 2.66 
Department Stores ..............:0.cccccceceeseeseeees 2.94 
TT 8.14 
he .,  ccsontconntnentng 0.48 
Other General Merchandise .................... 1.36 
Apparel and Accessories ........................ 2.60 
Furniture and House Furnishings .......... 3.37 
Automotive Dealers and Filling 

SIND cccstileintiatiintdiatbditiiiasssciscvinccrenactess 1.12 
Automobiles and Trucks .......................... 1.10 
Parts, Accessories, Tires and Bat- 

RSE oe er 1.63 
RE 1.00 
ET Ee N 1.22 
Eating and Drinking Places ...................... 0.84 
Building Materials and Hardware .......... 0.77 
Lumber and Building Materials .............. 0.72 
Hardware and Farm Equipment ............ 0.93 
Re CD CI ii aicseccccceccnsvescscscsercccsees 1.49 
EE co ae 0.53 
ne en 4.94 
I III, 1s. sscscssseunssenensessonnenees 1.13 
Retail Trade Not Allocable ...................... 1.30 
Trade Not Allocablle .0..0...0..0........00c0cccc00es 1.07 

Finance, Insurance, Real Estate and 

Lessors of Real Property .................... 189 - 


Industry Per Cent 
IID siscceetissiinsarlhtinihitenignthasineetipcoctantionien 6.12 
Banks and Trust Companies .................-+ 9.77 
Banks and Trust Companies Other 

Than Mutual Savings Banks ................ 8.70 
Mutual Savings Banks... 78.93 
Credit Agencies Other Than Banks ........ 5.08 
Savings and Loan, Building and Loan 

I ecactiicieteinnntinittscncrcinnmnsstentilien 38.98 
Personal Credit Agencies .....................+ 4.58 
Business Credit Agencies ........................ 0.54 
Other Credit Agencies 20.0.0... 1.00 

Credit Agencies and Finance, Not 

ii it enieneimnateo 3.13 
Holding and Other Investment Com- 

OED cccenesestitsoniinreniiinciniiilailtiientabalivtenss 1.41 
Operating-Holding Companies .............. 0.31 
Other Investment and Holding Com- 

SEED, cxmisnssnnaiitivicimnatiieninincitin 3.70 
Security and Commodity-Exchange 

Brokers and Dealers ..................ccc0s00008 1.42 
Insurance Carriers and Agents .............. 0.30 
Rs GI sicebetsetstticncncnesincteioennie 0.20 
Life Insurance Companies ....................... - 


Mutual Insurances, Except Life, Or 
Marine, Or Fire Insurance Com- 


panies Issuing Perpetual Policies ...... ng 
Other Insurance Carriers .................00+ 0.20 
Insurance Agents and Brokers .............. 1.29 


Real Estate, Except Lessors of 
Real Property Other Than 


EE AM pee 2.35 
Real Estate Operators, Including 

Lessors of Buildings ................cccccccccee0s 0.99 
Developers of Real Property, In- 

cluding Traders on Own Account ...... 3.21 
Real Estate Agents, Brokers and 

SC ee eee 7.28 
Title Abstract Companies ...................000 1.40 


Other Real Estate, Except Lessors 
of Real Property Other Than 


TEE FARA SS Aaa 4.80 
Lessors of Real Property, Except 

IID dncnecetnidhniietiienediiedlitasseséindestniaslais 0.51 
Agricultural, Forest and Similar 

RR SR ee! CR ee 0.24 
Mining, Oil and Similar Properties ........ 0.58 
SS TTI hicsceticeiiccetnsenciasncsccnsacensen * 
Public Utility Property ...........0.00ccccccccccseee . 
Other Real Property, Except 

Te 0.49 

A RR SA 1.89 

Hotels and Other Lodging Places ............ 2.12 
Personal Services ...............:c.cccccssccssesesseees 1.64 
Laundries, Cleaners, Dyers ................0000 1.29 
Photographic Studios, Including 

Commercial Photography ..................... 2.17 
Other Personal Services ................ccccc00 3.24 
Business Services ..............ccccccccccssssseeeeeeee 1.14 
ES IT 0.90 
Other Business Services .....0...0.00.000.c0000. 1.50 
Automotive Repair Services and 

SEINE: sesccnisclechentittbetinidindesstbdiataiioiss.citaen 0.93 
Miscellaneous Repair Services, 

RR ee aw 1.17 
I I i 3.38 
Motion Picture Production ..........00000. 00... 2.10 
Motion Picture Theaters ........00......cccccceoee 4.96 
Amusement, Except Motion Pictures .... 2.57 
Other Services, Including Schools ........ 1.95 
Nature of Business, Not Allocable .......... 1.32 
“Less than 0.01% 


Reprints Available 


Reprints of this tabulation, printed on 
both sides of a single, heavy cardboard 
sheet, are available for $1. Please send 
check with order. Address to: Library, Ad- 


re ag Age. 200 E. Iliinois St., Chicago 
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In ‘57 ‘Product Images’ Embodied Lots of Bodies 


While cheesecake is most logically used in selling suntan preparations (note be- 
ginner, at center, for Coppertone and the blonde, lower right, for Tartan), who cares 
for logic? During 1957, curvaceous and callipygous cuties promoted everything from 
trucks (Dodge) to newspaper r.o.p. color and even lent their charms to the promotion 
of health products (Grove’s Citroid tablets, Tropicana orange juice). Knickerbocker 


NO BONES agpourt it 


; N 


; 


Mills peppered the public with a spicy number. Appearing again in Advertising Age’s 
annual cheesecake review is a page from Hartog’s new shirt calendar, showing a girl 
whose internally worn pipe appears to be rattling the gears in a roentgenologist’s head. 
Girl shown apparently demonstrating an uplifting bubble bath at right, center, should 
be—as of Jan. 13, according to press reports—a Mrs. Miklos Hargitay. Name of Jayne. 
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Clock Is Subliminal . .. 


British Ad Group 
Sets Probe of 
Subliminal Ads 


Superliminal Ads Sell 
Better, Says Psychologist; 
Toffee Co. Shuns Method 


LONDON, Jan. 7—The Institute of 
Practitioners in Advertising—Brit- 
ish equivalent of the American 
Assn. of Advertising Agencies—has 
set up a committee to investigate 
subliminal advertising. 

The seven-man committee, head- 
ed by A. N. C. Varley, of Colman 
Prentis & Varley, is charged with 
assembling all available evidence 
to formulate a pesition on sublim- 
inal communication. 

Douglas M. Saunders, president 
of IPA and chairman of J. Walter 
Thompson Co. Ltd., has gone on 
record as saying: 

“Any medium of communication 
in unscrupulous hands is something 
to be guarded against. This insti- 


and television audiences subjected | 
to sub-threshold stimulation, there 
is not a shred of evidence, to my 
knowledge, that this effect is as 
great, let alone greater, than could 
be achieved by traditional adver- 
tising.”’ 


s At one stage there were reports 
here that a large-scale British trial 
was to be staged over a six-week 
period in London and provincial 
cinemas for a well known Brand 
of toffee, Sharps. 

The toffee company denied that 
it had requested any experiment of 
this kind but said it was possible 
that its agency, Smiths Advertising 
Agency Ltd., might be making 
some tests for its clients. 

Tom Smith, chairman of the 


71 


recognized advertising media” and | Federal Communications Commis-| try. The one-column ads will fea- 
added that it should not be allowed |sion, where it would be available|ture opinions and viewpoints of 


in this country. | for new bidding. 
Mr. Smith said he would wel-| 
come action on the part of the of- | Siebert Heads RCA-Whirlpool 


ficial advertising bodies. Shortly Account at Whirlpool Cor 
afterward the IPA announced for-| In a story on the new 4 Pet- 


mation of its committee of investi-|tersen & Associates agency (AA, 
gation. # Jan. 6) Mr. Pettersen is referred to 
as having been account supervisor 
CBS Hits Snag in Plan to 'on RCA-Whirlpool; in an accom- 
Buy St. Louis TV Station |panying box his successor, C. Stu- 
Columbia Broadcasting System's |@‘t Siebert Jr., is referred to as 
arrangements for the purchase of being named account supervisor 
Channel 4 in St. Louis have been | °° RCA-Whirlpool Corp. 


leading agency men. First ad is 


based on an interview with Rol- 
land W. Taylor, president of Foote, 
Cone & Belding. 
|Niagara Therapy to Mallis 
Niagara Therapy Mfg. Corp., 
| Adamsville, Pa., has named George 
L. Mallis Inc., Philadelphia, to 
handle its national advertising. 
The account had been with W. S. 
Walker Advertising, Pittsburgh. 


snagged by a Washington, D. C., 
court order holding up the sale of 
}another CBS Television interest in 
| St. Louis. 

| The network was to sell its con- 


The second reference is in error; 
the company involved is Whirl- 
pool Corp. The account is correctly 
given as RCA-Whirlpool, the 
brand name of the bulk of the 


agency, said that “this technique” | struction permit for Channel 11 to | Whirlpool Corp. product line. . 
had been closely examined. He said | 220 TV Inc., but St. Louis Amuse- 


Homer ee 


tute is determined to safeguard the 
public just as much as it is de-| 
termined to preserve its own repu- | 
tation. 

“I can state categorically that 
until more is known about this 
subject, and because of its attend- 
ant political and ethical implica- | 
tions, the council of the institute 
will consider it a grave breach of | 
its code of behavior if any of its 
members recommend to, or coop- 
erate with any of its clients in, the 
use of this technique. 


s “The institute is proud of the 
contribution that it has made 
through its members to the stand- 
ard of living of the people of this 
country. The success of its mem- 
bers has been through the creation 
of ideas and advertising which has 
been open and aboveboard. 

“We have every intention of pre- 
serving that integrity, and, indeed, 
have not the slightest fear that any 
of our members would wish to de- 
viate from such a course.” 

The other six members of the 
committee are Dr. Mark Abrams, 
London Press Exchange Ltd.; A. B. 
Carrick Smith, G. S. Royds Ltd.; 
Brian F. MacCabe, Foote, Cone & 
Belding Ltd.; Cecil D. Notley, Not- 
ley Advertising Ltd.; P. L. Stobo, 
S. H. Benson Ltd.; and V. K. Wat- 
son, Erwin Wasey, Ruthrauff & 
Ryan Ltd. 


® Meanwhile, the British Broad-| 
casting Corp. announced the setting 
up of a subliminal committee in its | 
“Science Review” program. In the 
program, Dr. N. F. Dixon, of the 
psychology department of Univer- 
sity College, London, made the fol- 
lowing comments on_ subliminal 
perception: 

“In a sense, of course, much ad- 
vertising is already sub-threshold. 
It affects our behavior, though we 
manage to remain as unaware of 
its presence as we do of the ticking 
clock. 

“Advertising that remains sub- 
threshold, however hard we might 
try to perceive it, is of course a 
very different matter. 

“Though theoretically possible, 
there are enormous practical diffi- 
culties to be overcome before it 
could be used to any effect. 

“Not the least of these is that 
perceptual sensitivity varies a lot 
from person to person. A message 
that was sub-threshold for one 
might well be below the physiolog- 
ical threshold of another and yet 
completely perceived by a third. 


s “While it is true that some re- 
search has shown an effect upon | 
the consumer behavior of cinema 


he thought subliminal advertising 
“would not serve the best interest 
of either the public or the adver- 
tisers.” 

He expressed the belief that it 
was “probably not as effective a 
straightforward selling through 


does 
at! 


the sale. CBS can still buy KWK | Business in ‘Time’ Series 

Inc. from the St. Louis Globe Dem- McCall’s has launched a cam- 
ocrat and other stockholders for | paign entitled “Viewpoint: Adver- 
more than $2,000,000. But if the|tising” in the Jan. 6 issue of Time 
stay is not vacated, Channel 11|designed to show the importance 
may have to be returned to the | of advertising in American indus- 


| 
|ment Co. obtained a stay blocking |"McCall’s’ Features Ad | 
| 


See page 74 


Impressive | 


Inten 


"1957 — 306,504 lines 
1955 — 196,936 lines 


GAIN 109,568 lines 


+Daily circulation 163,573; Sunday 104,590 
(Publishers Statement 6 months ending Sept. 30, 1957) 
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Worcester’s Sunday Telegram Feature Parade, the only locally 


edited Sunday magazine in Central New England has established a 


2 year lineage growth of over 


55.7%" 
and a 91.9% coverage of the 
2nd market in Massachusetts 


The Worcester 


TELEGRAM ano GAZETTE 
WORCESTER, MASSACHUSETTS 
Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 
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Fenn Predicts ‘58 
Canadian Car Sales 
of 350,000-375,000 


Toronto, Jan. 7—The Canadi- 
an automobile industry will sell 
between 350,000 and 375,000 pass- 
enger cars in 1958, Leo E. Fenn, 
vp of American Motor Sales of 
Canada Ltd., has predicted. 

That is a slight downturn from 
1957 sales, estimated by the indus- 
try at 380,000 cars, compared with 
sales of 408,000 passenger cars in 
1956. 

American Motors is shooting for 
a 3% share of the total Canadian 
passenger car market in 1958. 

Mr. Fenn is convinced that “the 
new car market in Canada is more 
volatile right now than it has ever 
been in the history of automobile 
marketing. 

“The upsurge in sales of com- 
pact smaller cars is undeniable 
proof that the Canadian motoring 
public is not satisfied with the con- 
ventional big car,” he said. + 


|Blair Names Weir, Roehl | 
| John J. Weir Jr., formerly with | 
— H. Perry Associates, has been 
named an account executive in the | 
New York office of Blair Televi-| 
sion Associates, station represent- 
ative. Dennis Roehl has been add- 
|ed to the Detroit staff of John Blair 
& Co., radio station representative. 
He formerly was radio, tv and mo- 
|tion picture director of the United 
Foundation of Metropolitan De- 
troit. 


Newspaper Names Larrabee 

The Washington Past Times- 
Herald has named Larrabee As- 
sociates, Washington, to handle its 
|advertising. Courtland D. Ferguson 
Inc., Washington, is the previous 
agency of record. 


McGlinn Joins Trust Co. 

Frank C. P. McGlinn will resign 
as a vp of Al Paul Lefton Co., Phil- 
adelphia, to become advertising 
and public relations vp of Fidelity- 
Philadelphia Trust Co., Philadel- 
| phia, effective Jan. 13. 
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In 1956, farmers spent 


income. 


Is a Business? 


Bas | 


YIJjp—'—' YP 


PUBLISHING 
COMPANY 


Sandstone Building 


MOUNT MORRIS, ILL. 


-. New York — 


Palo Alto, California 


YésepYMmwweqzwzqeeoxuY2q@#]#$-wtz¢w9 
We HEHE EEE Et. 


dollars in farm production and 20-plus 
billion for other commodities. 

This buying power is concentrated in 
27% (1,289,877) of America’s farms hav- 
ing over $5,000 gross income annually. 
These farms produce 78.8% of all farm 


These farmers, a product of the revo- 
lution in agriculture, operate the bigger, 
better managed, more highly specialized 
farms . . . whose interests are best served 
by specialized business magazines such 
as Poultry Tribune. May we send you 
a copy of our new booklet, Farming 


FARMING 
IS A BUSINESS 


A concise, factual summary of 
farm market statistics... @ 
valuable addition to your media 
files . . . an analysis of cost 
and waste in farm market 


22 billion 


LESLIE A. WATT 
President and Publisher 
viifYtc“ 
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advertising. 


EFFECTIVE—Winner in Aluminum Co. of America’s 
| “Star Light, Star Bright” Christmas window display 
| contest was this exhibit at Levy’s of Savannah. The 
window was chasen for its originality, directness of 
approach and effective use of lighting. Buran Jar- 


rett, who executed the arrangement, won a wrought 
aluminum chafing dish valued at over $200, a dozen 
Rock Cornish game hens and a Waldorf-Astoria 
recipe for the birds’ preparation. Levy’s won over 
120 eligible stores. 


Insurer Hit for 
Acts of Its Units 
in Mail Fraud Case 


Cuicaco, Jan. 7—Trial date for 
five companies and five individ- 
uals, charged with mail fraud in- 
volving handicapped veterans or- 
ganizations, has been set in U. S. 
district court here for June 23. 

Defendant organizations include 
Bankers Life & Casualty Co., Dud- 
ley Sales Corp., Marlowe Pen Co., 
the California department of the 
Handicapped War Veterans and the 
Handicspped War Veterans nation- 
al organization. 

Bankers Life is involved because 
of two of its divisions, Empire As- 
sociates, a mail order business, and 
Lemarge Mailing Service. 

The government alleges that in 
1954 and 1955, Dudley and Empire 
—through the Lemarge service— 
mailed out letters to thousands of 
persons, soliciting $1 from each for 
the veterans organizations. 

Dudley sent out free pens sup- 
plied by the Marlowe Co. and Em- 


for 
says. 


envelopes, the government 


® The two companies kept most of 
the money, giving only a small 
amount to the veterans groups, it 
is charged. 

The indictment, returned in No- 
vember, 1955, lists ten counts of 
mail fraud and one of conspiracy. 
A series of pre-trial motions de- 
layed the setting of a trial date 
until last week. + 


West Coast Dailies 


Not Hurt by Strike 


of B.C. Paper Mills 


San FRANCISCO, Jan. 7—A strike 
which began Nov. 14, closing down 
nine British Columbia pulp and 
paper plants, continued into the 
new year with some 6,000 workers 
still unemployed and no indication 
of settlement in sight. 

Although the strike has ended 
newsprint production throughout 
the province, West Coast newspa- 
pers anticipate no shortage “unless 
the strike goes on forever and our 
heavy inventories run out.” 

Although San Francisco sources 
within the industry and among 
newspaper management circles are 
reluctant to involve themselves 
even with printable quotations, 
most “reliable spokesmen” assert 


their needs are being “adequately 


pire offered return address stickers | 


|met according to contract obliga- 
tions.” 


. Strike negotiations are being 
|handled at Vancouver by John 
Sherman, vp of the International 
Brotherhood of Pulp, Sulphite & 
Paper Mill Workers, and D. R. 
Blair, director of the Pulp & Paper 
Industrial Relations Board. 

| The strike, first of its kind on the 
West Coast, resulted from a union 
|demand for a 124% wage increase. 
| The union rejected a recommenda- 
|tion by the provincial conciliation 
board for a 712% boost. 

The conciliation board recom- 
mendation would have given the 
| workers a $1.85 hourly base pay 
|rate, compared with $1.72 in the 
|expired contract. 

Mr. Blair, acting as spokesman 
for the struck companies, declared 
the conciliation board proposals 
would have “maintained the hour- 
ly earnings as the highest in all 
of Canada, with a $2.50 per hour 
take-home pay check.” 


# Plants hit by the strike are the 
Ocean Falls mill and the Elk Falls 
Co. of Crown Zellerbach (Canada) 
|Ltd.; Alaska Pine & Cellulose Co. 
Ltd., a subsidiary of Rayonier Inc.; 
Canadian Forest Products Co. Ltd.; 
Columbia Cellulose Co., a sub- 


|sidiary of Canadian Chemical & 
Cellulose Co.; Powell River Co. 
Ltd., and MacMillan and Bloedel. # 


Kintore Scotch to Get 

American Market Push 
| Kintore scotch whisky will be 
|launched on the American market 
| Soon after Jan. 1 by I. W. Harper- 
Ancient Age Distillers Co., New 
York, a division of Schenley In- 
dustries. A campaign for news- 
papers and magazines is being pre- 
pared by Batten, Barton, Durstine 
& Osborn, and is expected to break 
toward the end of January. 

Lewis S. Rosenstiel, chairman 
and president of Schenley, an- 
;nounced last May that the com- 
pany would add several scotch 
brands to its line (AA, June 3). 
| In addition to Kintore the company 
is importing Long John, and its 
subsidiary, Park & Tilford Distil- 
lers Corp., will soon introduce a 
brand of scotch known as Scot- 
tish Majesty. 


Clark Candy Names Maxon 

D. L. Clark Candy Co., Pitts- 
burgh, and Evanston, IIll., has 
named Maxon Inc., Detroit, to di- 
rect its advertising. Grant Adver- 
tising previously handled the ac- 


count. 


quality-demanding 
cost conscious 
buyer 


“Where typesetting is stil/ an art”’ 
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Samuel Dunn, 80, 
Simmons-Boardman 
Ex-Chairman, Dies 


Cuicaco, Jan. 7—Samuel O. 
Dunn, 80, chairman emeritus of 
the Simmons-Boardman Publish- 


ing Corp. and an authority on rail- | 


road transportation, died Saturday 
in Grant Hospital here. 
Mr. Dunn was editor of Railway 


Age for 41 years until 1948. He re-| 
tired as board} 
chairman of} 


Simmons- 
Boardman 
years with the 
company. 

Before entering 
the magazine 
field, he had been 
an editorial writ- 
er for the Chica- 
go Tribune. 

Mr. Dunn was 
author of several books on railroad 
problems, including “Government 
Ownership of Railroads,” “Regula- 
tion of Railroads” and “The Amer- 
ican Transportation Questions.” He 
was a past president of Associated 
Business Publications. 


Samuel O. Dunn 


GEORGE V. BRANDT 

GRAND RAPIDs, MIcH., Jan. 7— 
George V. Brandt, 70, vp of Walker 
& Co., Detroit outdoor company, 
and branch manager of its Grand 
Rapids office, died Dec. 31 follow- 
ing a heart attack. Mr. Brandt 
started in outdoor advertising in 
1911 with the Grand Rapids Ad- 
vertising Co. In 1929 the company 
was merged with Walker and Mr. 
Brandt was elected a vp and a 
director. 


ROBERT B. JENKINS 

New York, Jan. 9—Robert B. 
Jenkins, 58, professor of marketing 
at New York University, died Jan. 
7 of a heart attack at his home. 

Born in Dover, N.J., Prof. Jen- 
kins was graduated from NYU in 
1927 and took his master’s degree 
there in 1931. He joined the uni- 
versity’s staff in 1923 as an assist- 
ant supervisor of purchases, be- 
came an instructor in marketing at 
the school of commerce, account- 
ing and finance in 1929, assistant 
professor in 1937, associate profes- 
sor in 1945 and was named profes- 
sor in 1948. 


RICHARD M. GRAHAM 

EVANSTON, ILL., Jan. 8—Rich- 
ard Merrill Graham, 66, for 18 
years advertising representative of 
American Home, died in Evanston 
Hospital today following a brief 
illness. His home was in Winnetka, 
Ill. 

Born in Waterloo, Ia., and grad- 
uated from the University of lowa, 
Mr. Graham had been an adver- 
tising representative of Good 
Housekeeping, Pictorialt Review 
and Review of Reviews prior to 
joining American Home. For the 
past three years Mr. Graham was 
in charge of all administrative 
work in American Home’s Chicago 
office in addition to his advertis- 
ing work. He was a member of the 
Agate Club of Chicago. # 


McGraw-Hill Corrects Item 

McGraw-Hill Publishing Co., 
New York, has informed Apvertis- 
Inc AcE that the company erred in 
telling AA that Roland A. Werth, 
who has been appointed associate 
district manager of the publish- 
ing company’s midwestern district 
(AA, Jan. 6), would also continue 
as western manager of Electrical 
Merchandising. Actually, three 
members of the Chicago sales staff 
will assume responsibility for Elec- 
trical Merchandising advertising 
activities in the Chicago area, 
McGraw-Hill said. They are Ed- 
ward Brennan, Dale Bauer and 
Robert Scannell. 


in 1950, after 49| 
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‘ Knott, president 
of Atlantis Sales 
Corp., sole dis- 
tributor of R. T. 
French Co. prad- 
ucts, sets the 
hands of a mov- 
ing, ticking 
Grandfa- 
ther clock display 
_ to start a new in- 
stant mashed po- 
tato promotion. 
The promotion, 
from Jan. 6 to 
Feb. 15, will be 
backed by com- 
mercials on four 
daytime tv shows. 
J. Walter Thomp- 
son Co., New 
York, is the agen- 

cy. 


Most Industrial | 
Advertisers See ‘58 
Sales Gains, ‘IM’ Says 


Cutcaco, Jan. 8—Most industri- | 
al advertising men predict that in- 
dustrial sales during 1958 will top 
the record levels of 1957 and that 
industrial ad budgets will rise 
right along with sales. 

That’s the word from Industrial 
Marketing’s annual survey and 
forecast of the industrial advertis- 
ing and sales picture, as reported 
in the publication’s January issue. 
IM polled more than 500 industrial 
advertising managers and heads 
of agencies with industrial ac- 
counts. 

The survey shows that 57% of 
the ad managers believe their com- 
panies will increase their sales 
this year; 31% say sales will be 
level with last year; 12% say sales 
will drop. Among those predicting 
rising sales, the average predicted 
increase for 1958 was 13.06%. 
Among those predicting decreases, 
the average predicted drop was 
10.32%. 

Of the agency heads, 56% pre- 
dict sales increases for their in- 
dustrial clients; 17% say sales will 
be on the same level as 1957, and 
27% say sales will be down. 


s A majority of the advertising 
managers and agency heads (57% 
in each case) said that companies 
selling to industry will spend more 
money on advertising in 1958 than 
they did in 1957. However, 20% of 
the agency heads and 14% of the 
ad managers say budgets will be 
down. The remaining 23% of the 
agency men and 29% of the ad 
managers say budgets will be on 
the same level as last year. 

Of those who say budgets are up, 
the average increase given was 
18.3%; of those who said budgets 
are down, the average decrease was 
17.8%. 

Other findings of the survey: 


e The biggest chunk of the in- 
dustrial ad budget (33.4%) goes 
into business publication space. 
Other top categories are catalogs 
(14.1%), direct mail (12.1%), 
space advertising production 
(8.1%), dealer and distributor aids 
(7.9%) and salaries and admini- 
stration (5.8%). 


e Most of the industrial admen 
said they would be concentrating 
their campaigns in fewer business 
publications this year. They will 
use more big-space ads and more 
color, and they will concentrate on 
producing harder-selling copy. 


e Most of the industrial compa- 


nies reporting (77%) said they 
have backlogs of orders. Average 


Revlon Extends 
Diversification; Buys 
Knomark Mfg. Co. 


New York, Jan. 9—Revlon Inc. 
this week announced the purchase 
of Knomark Mfg. Co., maker of 
Esquire boot polish and a leader 
in the shoe polish market. 

A privately owned corporation 
founded in 1927, Knomark makes 
Scuff-Kote, Lano-Wax and Lanol- 
Wite, in addition to Esquire. The 
company started an expansion pro- 
gram in 1945 with an $80,600 ad- 
vertisement investment through 
Emil Mogul Co., its present agen- 
cy. It pushed its way past the lead- 
ers, Griffin and Shinola, and now 
claims to be the largest manufac- 
turer of shoe polishes and related 
products. The 1957 advertising 
budget is reported at $2,500,000. 

No marketing or executive 
changes are contemplated, and the 
company will operate as a wholly 
owned subsidiary of Revlon. The 
Mogul agency also handles certain 
Revlon products as well as Kno- 
mark. 

The Knomark purchase, accord- 
ing to Revlon’s president, Charles 
Revson, is in line with the com- 
pany’s decision to diversify and 
expand outside the cosmetics and 
toiletries field. + 


Ragsdale Names 9 
of Agencies in 


Buick Account Race 


(Continued from Page 1) 
Compton Advertising 
Cunningham & Walsh 
Erwin Wasey, Ruthrauff & Ryan 
Fuller & Smith & Ross 
Lennen & Newell 
Leo Burnett Co. 

William Esty Co. 

The only agency in the above list 
now handling an auto account is 
BBDO, which has De Soto. When 
AA queried this agency shortly 
after Buick dropped Kudner, Dave 
Danforth, exec vp of BBDO, vehe- 
mently denied that the agency 
would ever contemplate making a 
pitch for the account. 

Mr. Ragsdale also told AA that 
Buick as yet has made no arrange- 
ments to talk with Dancer-Fitz- 
gerald-Sample and Ted Bates & 
Co., which have been prominently 
mentioned as in the running for the 
account, but added that “we might 
still hear from them.” # 


Alexander Names Silver 
Kenneth Silver, formerly special 
representative in New York for 
Alexander Film Co., Colorado 
Springs, has been appointed New 
York manager of Alexander Inter- 


backlog: 9.6 weeks. 


e Industrial export advertising | 


for the year. + 


national, the company’s export di- 
vision, which services clients over- 


advertising. 


‘Happy Clients’ Boosted 
Bates Billing 33% in ‘57 


(Continued from Page 1) 

long as this growth continues, it is 
not necessary for us to engage in 
wild scrambles for new accounts | 
which tend to dilute the attention | 
and service given to our present | 
clients. We get far more satisfac- 
tion from seeing our clients’ sales | 
respond to our advertising than 
from the occasional landing of a 
new account.” 


® Rosser Reeves, board chairman, 
attributed the agency’s long-term 
growth basically to “our fantastic 
copy operation, our fabulous re- 
search setup and a terrific science 
department. 

“We have the greatest group of 
specialists in package goods in our 
copy department that exists in the 
agency field,” said Mr. Reeves. 
“We have spent 17 years collecting 
and training our writers. Ted Bates, 
honorary chairman, still personal- 
ly writes copy; Bill Kearns, the 
president, still writes copy, and I 
still write.” 

He said the science department, 
launched in 1943, is an adjunct 
to the research department and 
is headed by a Ph.D.-M.D. “In 
package goods, you smoke it or eat 
it or rub it on, and we have skin 
specialists and chemists on our 
staff and other scientists on the 
outside, whom we keep on retain- 
ers,” he said. 

“Research and science give us 
a fabulous fact-finding operation 
that passes on the facts to our 
copy people, who can thus build 
successful campaigns. 

“Where else can accounts get 
this kind of deal?” continued Mr. 
Reeves. 


# “Our account executives,” he 
said, “are not the cheerful young 
Princetonians with the happy 
handshakes. They’re pros. Lots of 
them have been offered jobs else- 
where, but our statistical approach 
to account handling is attractive. 
And all our departments are bet- 
ter paid than the top agency aver- 
age. 

“We have a fantastically low 
turnover of people here. You can’t 
hire them away. We have 50 of our 
people who are agency stockhold- 
ers; they’re the owners. 

“In our whole career, only two 
people making over $10,000 a year 
have quit us—and one of those 
came back.” 


® Mr. Reeves said that the Bates 
agency “has never lost a client— 
ever. We lost accounts; I mean 
that clients have transferred some 
brands out of here. We lost Ra- 
leighs once, but got Kools instead.” 

He said Bates doesn’t lose clients, 
because of its copy, research- 
science, account and media, radio- 
tv and marketing departments. 

“Take our media department,” 
he said. “It’s famous for its ability 
to buy mass at a low cost per 1,- 
000.” “‘Taken all together,” he said, 
“our setup makes for most happy 
clients and some sensational sales 
rises.” 

Bates clients are American 
Chicle, American Sugar, Anahist 
Co., Brown & Williamson Tobacco, 
Carter Products (including Wallace 
Laboratories, a division turning 
out Miltown); Colgate-Palmolive; 
Continental Baking (and Morten 
Frozen Foods, a division); Food 
Manufacturers Inc. (both M&M 
candies and Converted Rice); 
Standard Brands (foods and 
Fleischmann Distilling); Drome- 
dary Co.; Grocery Store Products 
Co.; Minute Maid Corp., and 


Whitehall Pharmacal. Snow Crop 


t |to Hilton & Riggio last month. 
budgets will be up from 5% to 10% | seas in the field of theater screen | 


|= The 


by Theodore L. Bates with part of 
Colgate-Palmolive and with Con- 
tinental Baking, totaling a com- 
bined $2,900,000 in billings. At the 
peak, the agency sported 17 part- 
ners, but in April, 1955, the biggest 
partnership agency in the business 
changed over to a corporation set- 
up. 
The switch resulted in four part- 
ners assuming top posts and nine 
other partners being named to im- 
portant berths. Ted Bates was 


named honorary chairman; Thom- 
as F. Harrington became board 
chairman; 


Rosser Reeves was 


W. M. Kearns 


tapped as vice-chairman; 
Kearns became president. 

The partnership setup, it was 
said, became less desirable be- 
cause of the agency’s growth. “A 
partner is responsible for the acts 
of all other partners,” it was ex- 
plained. “In a small shop that’s 
a good arrangement, but it’s not 
feasible with an operation our 
size.” 

Another consideration was the 
fact that it is easier to promote 
younger men to corporate posts 
than to make them partners. 

Then, in August, 1955, the agen- 
cy revised its top-level lineup, fol- 
lowing the death of Mr. Harring- 
ton, who had a heart attack. This 
switch saw Mr. Reeves elected 
board chairman and Mr. Bates 
continuing as honorary chairman. 
Other changes saw John M. Lyden 
promoted to senior vp; Archibald 
Foster elected vp and account su- 
pervisor on Brown & Williamson, 
and Thomas J. Carnese named a 
vp and general manager. + 


Beefs by Buick 
Dealers Seen as 
Kudner Nemesis 


(Continued from Page 1) 

“Our advertising looked like a 
rubber stamp operation—it was al- 
ways the same. They signed up 
Berle and Gleason after they were 
on their way down. I don’t think 
they ran any other newspaper ad 
last year but the one offering Bu- 
icks for $2,595. Nobody ever read 
our ads.” 

Meanwhile, in Flint, Buick told 
AA that ten agencies are being con- 
sidered for the $20,000,000-plus ac- 
count, and estimated that an agen- 
cy would be named within six 
weeks. Buick acknowledged that it 
has talked to Leo Burnett Co., but 
declined to name other contenders. 

However, other agencies report- 
edly pitching hard for the account 
are Compton Advertising, D’Arcy 
Advertising Co., Lennen & Newell, 
Dancer-Fitzgerald-Sample, Ted 
Bates & Co. and Benton & Bowles. + 


Miller Joins Lincoln-Mercury; 
Seregny Moves to Y&R 

Bruce E. Miller, who left the ad 
director’s post at Plymouth divi- 
sion of Chrysler Corp. to become 
Edsel account executive at Foote, 
Cone & Belding, has moved back 
to the client side of the fence as 
Lincoln advertising manager of 
the Lincoln-Mercury division of 


Rosser Reeves 
Mr. 


|division of Minute Maid switched|Ford Motor Co. He succeeds Jo- 
jseph J. Seregny, who has joined 
|Young & Rubicam, 
Bates agency was started | agency. 


the Lincoln 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
i (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 
7 


_. AVERAGE PAID CIRCULATION FOR 
POSITIONS WANTED 


6 MONTHS ENDING JUNE 30, 1957 


HELP WANTED | 


POSITIONS WANTED 


REPRESENTATIVES AVAILABLE 


Advertising Age, January 13, 1958 


CREATIVE EDITOR 
Desires challenge with future. 15 years 
exp in news, feature, promotion writing. 
Can organize, manage & solve all your 
publishing problems. Former editor of 
top advertising trade mag. Age 33. 
Box 1159 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

IMMEDIATELY AVAILABLE—P u blic 
Relations—Advertising Man for agency, 
Mfr., Ass'n. Idea, contact man, writer 
pre-empted by agency merger. Exc. me- 
dia contacts. Could start Dep’t. Exp. 
also as trade, Hse. Org., News. editor. 
Retail, semi-tech, Indust. Bkgd. Good 
Pers. Qual., Exc. Ref. Journ. Grad., W.W. 
II vet, 31, Marr., Familied. 


ADVERTISING AND Now Available... 
SALES PROMOTION EXECUTIVE AN IND’L AD MANAGER 

Rapidly growing hard hitting National that’s designed to: 

les Organization offers real opportu- Make Your Advertising Pay Off in Sales 
nity for future growth to topnotch Ad- |Get Full Value From Every Ad Cent Spent 
vertising Executive with creative ideas. Save You Advertising Dollars 

Must have proven record in graphic DIMENSIONS & SPECIFICATIONS: 
arts, marketing, mail promotion and na- | Length. 44+. ind’l. creative exp. 
tional advertising. Height. 24.. ind’l. admin. exp. 

Preferable age about 40. 

Income commensurate with ability plus | forms adv. sales prom 
excellent profit sharing program, group |... select media... get most from agency 
insurance and opportunity to participate|.. . set & stay within realistic budget. 
in stock ownership. | Price, f.o.b., N.Y.C., only $10,000. 

Send complete resume in confidence Write for full details, today! 


with income requirements to Box 1143 ADVERTISING AGE 


Width. Knows how to plan & create all 
. pick suppliers 


200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING TALENT AVAILABLE 
FOOD-DAIRY AD DIRECTOR 
An advertising baby with 11 years solid 
merchandising, sales, and advertising 
know how, and only 37 years old, wants 
| position with major manufacturer or ad 
agency work. Invaluable working experi- 
ence, all media, management problems, 
public relations, yours for $10,000 start- 
ing salary. Northeast U.S. desired. 
Box 1136 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Young man, 13 years all journalistic 


| Box 1161 ADVERTISING AGE 


fields, desires ublic relations, travel, 
EBSCO oa INC. 480 Lexington Ave., New York 17, N.Y. related fields. » . 
Birmingham 1, Alabama AD MGR.—HE’S i MAN AGENCY! Box 1138 ADVERTISING AGE 
MOLENE Ideal for small, medium size co. Very 200 E. Illinois St., Chicago 11, Illinois 
strong copy (5 yrs. ad agency exp. all OURS AT SAVINGS— 
Seeeeicn eeensenee cvseeneces . jane a media-consumer & mail order copy!). bp + + J THAT SELLS 


Also handled $100,000 account last job— 
did all production, contact, media buying, 
copy! Top notch on details 
Box 1148 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Artists .. Media ..... Production. ......Service 
“All is grist which comes to our mill” 
Andover 3-4424, 105 W. Adams 8St., Chgo 3 


ADVERTISING SPACE SALESMAN 
We have an unusual opportunity for an 


By writing copy chief on top accounts. 
Handled by mail. Ads, literature, letters. 
Write for very interesting details. 
Box 1137 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


aggressive, personable man with good | Salesman, Editor, Writer, Photographer. 
space sales record. Business publications|7 yrs. experience. Big 10 U._ trained. 
experience desirable. Excellent growth | Seeks interesting assignment at $7800 yr. 
company with unusual employee benefit | with manufacturer publication or??. 
program. Travel midwest territory and Box 1147 ADVERTISING AGE 
headquarter in Chicago. Car necessary. 200 E. Illinois St., Chicago 11, Illinois 


|Copy writer with clean handkerchief 
|seeks crackling creative shop that shoots 
sparks over sound ideas; (static security 
salons need not reply). B.J.; 9 yrs cnsmr- 
indstri-bdcst copy. 33. Will relocate near 


water anywhere, $13,500 | 


Write giving details of past experience GAMERAMAN. LA TSE: EXPERI. 


and earnings expected in first letter. J. D. see 4 
Landen, Persennel Dir., Standard Rate |ENCED AIR TO AIR MOTION PIC 


|\TURES: AVAILABLE WITH HIGH 
& Data Service, 1740 Ridge Avenue, Evan- | cpeen CAMERA #2frames per second. 
ston, Illinois SLOW ACTION 200 TIMES. CATCH 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo,. Su 7-2255 


TROUBLE SPOTS IN ADVANCE. RE- 


LAS 35, TEXAS. 


SEARCH FILMS 2227 GILFORD St. DAL- | 


Box 1139 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXP. AD MAN with rural b.g., desires 
P.R. or Adv. pos.; comp. ref. furn.; write 
Box 1140 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
SPACE SALESMAN 
| Excellent sales record. Covers NYC 


WANTED: COPYWRITER Now handling trade pub. adv., sales 
Major manufacturer of pharmaceutics|promo. & dealer relations for ntl. firm. 
and biologics for the poultry industry has | College grad., draft xmt. Will relocate in 
a challenging job for a creative writer. | east, 
He must be a sound reporter—careful in 
handling facts = — -~* oa | 
cating them. Work consists of preparing | . ~> «MS 
information pieces for the feed industry » ACC OUNT EXECUTIVE 
plus consumer literature on disease con-|A “self starter”! Young (age 37) but 
trol. Company offers pleasant work con- | thoroughly seasoned. 15 years heavy ex- 
ditions, progressive benefits. Location: | perience—top agencies and Nat’l Adver- 
Midwestern community of 10,000—ideal | tisers (Ad Mgr. and Sales Mgr.) Strong 
for family living. If you are qualified, Planner, supervisor and presentor of 
write a complete letter about yourself, | Budgets, Marketing, Merchandising and 
stating tentative salary requirements. Advertising Plans. Food, Petroleum, Bldg. 
Box 1160, ADVERTISING AGE Matl’'s., Shoes. College Grad. $16,500— 
200 E. Illinois St., Chicago 11, Illinois | resume quickly furnished at your re- 
ADVERTISING SPACE SALESMAN for | 7'°S* 
long established trade magazine located 
in N.Y.C. An unusual opportunity for an 
unusual man. Write in detail (and in 


Box 1144 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Box 1155 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Iliniois 


ART DIRECTOR 


confidence) to: Young, family, versatile background in 
Box 1135 ADVERTISING AGE | spite of present Mad Ave. position wants 

480 Lexington Ave., New York 17, N.Y. Indian to give N.Y. back to so he can re- 
——— ARTISTS WANTED turn where he belongs with interesting 


organization in South or Southwest. 


Box 1156 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Expanding studio ideally located 2 hours 
from Chicago in Southwestern Michigan 
Enjoy finest living for yourself and fam- 


Box 1141 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
EASTERN ADV REP } 
Hq. NYC. Proven record of successful | 
space selling. Excellent background. High- 
est references. 
Box 1142 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
AVAILABLE 
AGENCY ADMINISTRATOR | 
Aggressive 4A V.P. and General Man- 
ager seeks challenge. Thoroughly expe- 
rienced all phases of agency operation 
including new business, account servic- 
|ing, presentations, plans and merchan- 
|dising. All promotional print. Top crea- 
tive director. Strong initiator and leader. 
Future expansion opportunity important. 
Location flexible. 
| Box 1145 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADMINISTRATOR-WRITER 
Would like to move further into writing 
side. Currently handling national pro- 
grams for large chemical company. 32, 
family, Journalism-advertising degree. 
Box 1146 ADVERTISING AGE 


ily. enings for: 200 E. Illinois St., Chicago 11, Illinois 
sColor and/or B&W Retouchers Former Publisher (Although Selvent) = | SHVERTISING ASSISTANT—Can relleve 
eIllustrators STAFF JOB |busy adv. mgr. of copy, administrative 
«Revampers OR ASSIGNMENTS |and leg work. Now writing merchandis- 
eOne Layout Apprentice In Southern Calif ing and promotional copy for nationally- 
Box 1134 ADVERTISING AGE Editorial and/or Photo |known consumer magazine. Wrote New 
200 E. Illinois St., Chicago 11, Illinots Strong industrial and mechanical back- | Product Publicity for adv. agency. In- 
ADVERTISING & PUBLISHING ground. Some travel O.K... . It’s worth | Quiries and correspondence in adv. dept. 


FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 Se. State St. HA 7-1991 Chicago 
FEED ADVERTISING MAN 
Farm Feed Advertising man needed in 
Los Angeles to write direct mail, book- 
lets and merchandising material for com- 
plete line of Albers top quality feeds. Pre- | 
fer age 28-35, college training, feed sales 


your while to write me, Ross Hill, at P.O. 
Box 81, Beverly Hills, Calif. 


YOUNG, AMBITIOUS MAN, AGE 27 

| Versatile experience handling public re- 
lations for commercial, industrial & per- 
sonality accounts. Also newspaper back- 
ground (including L.A. metropolitan) as 
reporter, photographer, etc. Clay Miller, 
5540 Fulcher, No. Holly’d., Cal. 


lof mfgr. NYC only. S. Davis—MU 2-2446 
or write 
Box 1149 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
PUBLICITY WRITER 
No glamour boy. Energetic, creative re- 


experience. Write Robert Moore, Feeds | 
Advertising Mer., Carnation Company, 
5045 Wilshire Bivd., Los Angeles 36, Cal- 
ifernia. 


ABILITY-IMAGINATION-INITIATIVE 
Thoroughly proven in creative and ad- 
ministrative capacities during past 10 
years. Currently stymied one step from 
top. Looking for opportunity as creative 
director or ad manager. Prefer South 
or West. Age 33, married. Salary $10,000 
range. 

Box 1152 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


PUBLICITY WRITER 
Need capable solid writer able to grow 
into trade paper publicity manager re- 
sponsible for original writing, rewrite, 
magazine contact, field level reporting. 
Requires light travel, ability to organize 
and good head for details. Emphasis on 


searcher whose versatile writing skills 
(publicity, newspaper, magazines, engi- 
neering) assures you effective industrial 
| publicity 


| Box 1151 ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 
Ad Space Salesman—15 years experience 
in both Trade & Consumer Magazires. 
| Excellent record. New York Area pre- 
| ferred 
Box 1150 ADVERTISING AGE 
| 480 Lexington Ave., New York 17, N.Y. 


light construction news and industrial 
uses for our product. Prefer proven back- 
ground but will consider younger man 
with unusual promise and limited expe- 
rience. Beginning salary $400 to $600. 
and fi- 


CREATIVE AGENCY ART DIRECTOR... 
who wants to make his next job his ca- 
reer. Wife agrees. Would prefer smaller 
organization where supervisory ability as 
well as art direction is important. Avail- 


Good opportunity for personal able now. Need good living wage but 
nancial growth. Write Douglas Fir Ply-| willing to sacrifice present income for 
weod Association, Publicity Department, solid future to be earned. Interested? 


Tacoma 2, Washington. 


i Box 1153 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
The Midwest's ” 


outstanding placement 


"PUBLICITY MAN-INDUSTRIAL 
Experienced publicity writer with wide 


service for Adv.-Art & technical background in electronics, ra- 
: Wied fields dio communications, TV, Hi-Fi, engines, 
e eles, chemistry (drugs, batteries), and x-ray 


appointment on 
59 E. MADISON - SUITE 1417 
CHICAGO 2, TLL. 
CEntrol 6-5670 


equipment, seeks publicity/PR post with 
agency or industry. 
Box 1154 ADVERTISING AGE 
200 E. Lilinois St., Chicago 11, Mlinois 


Major manufacturing corporation of brand-name 
products in the building materials industry seeks 
a promotion specialist for the N. Y. advertising 


and sales promotion department. Applicant must 

PROMOTION be capable of initiating, creating and developing 
complete sales promotion programs including con- 
sumer literature, brochures and manucls. 


We prefer a college graduate with a minimum of 
2 years experience in sales promotion, preferably 
in the field of durable goods. d 
candidates please submit, in confidence, a de- 
tailed résumé including salary requirements. 


Box 857, Advertising Age 
480 Lexington Ave., New York 17, N. Y. 


INDUSTRIAL CREATIVE MAN 


Opportunity for man with at least 
5 years’ gro experience in cre- 
ative work and account management 
with emphasis on industrial markets 
and technical applications. Engineer- 
ing degree helpful. Apply in writing 
to John F. Davis. 


THE GRISWOLD-ESHLEMAN CO. 
1400 Terminal Tower 
Cleveland 13, Ohio 


SUCCESSFUL 
PUBLICATION REPRESENTATIVE 
SEEKS ONE MORE MAGAZINE 


Well established space repre- 
sentative with own staff has 
adequate time and facilities to 
handle one more business pa- 
per with good growth potential. 
Excellent day to day working 
contact with business and in- 
dustrial accounts and agencies 
in metropolitan New York, 


throughout the East. 
particulars, no obligation write |) 
Attention P.R., c/o Royal & de |! 
Guzman, Inc., 135 East 36th St., 
New York 16, N. Y. 


MR. PUBLISHER: Do you have adequate 
representation in the Midwest? Our es- 
tablished publishers representative firm 
can help solve your sales problems. Lets 


talk it over. 
Box 1157 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


NEW TEAM EXPERIENCED SPACE 
SALESMAN, Organized to represent pub- 
lishers of consumer, business and trade 
publications in Eastern Seaboard terri- 
tory. Publishers assured top quality sales 
performance. Group operation comprises 
all sales promotion activities. Write: 

Box 1158 ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 
ARE YOU A LONESOME “ONE-MAN 
AGENCY” LIKE ME? 

Let’s share our dreams, ideas, exchange 
vacations, depend on each other when 
we're ill. Split rent, help, other expenses. 
If compatible, we can get “married” 
later via partnership. I’ve full national 
recognition, reputation for integrity, fair- 
square dealing. Phone ANdover 3-6904 
Chgo. 

Mail order business! Operate from home. 
Sell amazing new book “200 Wanted In- 
ventions and How to Invent Them.” I 
furnish circulars and drop ship. MCB 
1221E West Minnehaha Pkwy., Minneap- 
olis, Minn. 


MISCELLANEOUS 
Productive names; guaranteed new trial 
lot. Any classification (your choice); 
1,000 names only $15.00 ppd. Order today; 
or write for further details. Mathewson’s 
| Postal Card & Envelope Addressing, 17 
|North St., Willimantic, Connecticut. 


| LETTERS YOUR PROBLEM? 
| Sales letter specialist (hailed by recent 
| nat’l mag article) will create fresh, pow- 
jerful sales letters for you @ $20 ea. 48 
hr. serv. Sat. Assured. Give problem & 
purpose; enclose dep. Ist order only. 
| Austin Box 411 Charleston, Ill. 
A PRESTIGE HOUSE ORGAN 
FOR YOUR CLIENT 
Write or telephone today for informa- 
tion on BUSINESS PIX—outstanding 20- 
page business getter with your client's 
exclusive advertising message on all cov- 
ers. Buhai Publishing Co., 3431 N. Knox 
Ave., Chicago 41, Il. SP 7-6837. 


DO YOU BUY PRINTING? 


INDUSTRIAL ADVERTISING MANAGER ast. 12 years experience. Now employed Get TIPS FROM YOUR PRINTER Free! 


Your own monthly workbook. Ask him! 
Write TIPS PUBLISHING CO. 161 E. 
Grand, Chicago 
ART SERVICES NOTICE 
OFFICE SPACE FOR LEASE, L.A. 

1200 sq. ft. of office space available for 
lease in bldg. occupied by photo engrav- 
ing firm at 9214 Exposition Blvd., Los 
Angeles, the Beverly Hills area. Art bill- 
ing from engraving plant available to 
lessee. TExas 0-6623. 


Fine, Fast, Fairly Priced Photography 


pics 


Ideal Man . .. whose innate creativity, strong 
merchandising sense and knowledge of tie-ins, 
Promotion and media sets him apart from the 
field seeks spot where he can spark ideas and 
utilize his energies that will increase sales. 
His knowledge of layout, photography and 
graphic arts are top drawer. Case history of 
recent original idea increased sales for an in- 
dustry of several million dollars where seem- 
ingly there was no room for expansion. Now 
employed as Adv. & Sales Prom. Mer. 
848, Advertising Age, 480 Lexington Ave., 
New York 17, N. Y¥ 


ADV. OPPORTUNITIES 
MARKET CONSULTANT ...... .$12,000 
To 36. Mktng. Consulting bkgd. Some 
travel. Exc. opportunity with AAAA 
multi product mfg. 

MARKET ANALYST ..........$7,000 
New Product exp. Food bkgd. 
MDSNG. CO-ORDINATOR .... .$10,000 
New staff job with buying organization 
for food chain stores. Will travel. 
COPY GROUP HEAD .........$12,000 
Idea man, consumer hard lines. Print 
and TV exp. for 4A Advertising Agcy. 
EDITOR vrerriTee 
Expd. editor and writer. 


B. L. CLEM 


Imperial Personnel 
37 S. Wabash Ave., Cuicago 3, FR 2-4233 


ar C director 


Rare opportunity for an Adver- 
tising Agency or Manufacturer in 
N. Y. City to engage top sales 
promotion specialist to direct, 
supervise production of | sales 
promotion materials, film strips, 
presentations, booklets, etc. Ad 
agency and Manufacturer exp. 
Box 855, Advertising Age 
480 Lexington Ave.,N.Y.17,N.Y. 


photographers 
DEARBORN 2-1062 
187 N. LaGALLE, CHICAGO 1LLINOIS 


COMMERCIAL 


PUBLICITY 
CONVENTI INDUSTRIAL 


ON 


DIRECT MAIL 
PROMOTION MAN 
NEEDED! 


Large, long-established di- 
rect-selling firm in New Eng- 
land city of 100,000 seeks top 
promotion and advertising 
executive. Exceptional oppor- 
tunity for strong, experienced 
man with successful record, 
to take complete responsibil- 
ity. Prefer background in 
mail order or direct-selling. 
Top salary and splendid ar- 
rangement to the right man! 
Write in complete detail. No 
résumés considered unless ac- 
companied by earnings his- 
tory and present financial 
requirements. Box 856, Ad- 
vertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 


MR. SALES OR 
MARKETING EXECUTIVE: 


Is Coop advertising the weak link in your 
marketing program? Do your trade rela- 
tions need vitamins? Major newspaper 
advertising executive with long experience 
dealer contacting and keen understanding 
of dealer advertising and merchandising 
problems will assume major trade rela- 
tions responsibility for you. 
Box 859 ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


Walter Lowen 


PLACEMENT AGENCY 


= 
Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 


Executives @ Copy @ Art @ Office 
Public Relations 


Please write briefly outlining 


specific experience or personne! needs. 
420 LEXINGTON AVENUE 
NEW YORK 17, N. Y. 
MU 9-2630 


5 
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and uses 


Almost everybody of 


importance in 


advertising and 


marketing reads 


The ADVERTISING 
MARKET PLACE 


2 Se Be Pe ee ee wk ae yl RD Le ale Oem, = le els . See ae Patna 9 ee Ss ae So ‘en Bee * Pee it ty Se a ee Re ee SUE fe See ee POR a RE yy Sena eee, Le <). eri " Pee” ee 
Re de See Oe ee a ee aimee < Be sce eee ae be AS aie gh a a ate as Se. —. Sane peer sc Nee 
e rs Bik: pte 2 ay: ae Ri es 2 = seed Pk a Bry 5 eT r eare oy rea . Fe eae en Ge | Ppt iss | eee Pee +e oe a ee ee : Tae 
é aaah BO ay ve tig eae * rs : urs ees ee ig ee ee Ree eS ne oe oe , eer eo we 
i - rete Phe ee nat 2s ler ey Aa ge 5S ae eee ee a : aa See ICTs eos See: > het eae site Ne. ea sae ee | a oe ee ee ee q bests = Ar: 
ae ee ee ee ee : a ates eon “ees ae pre ere Brien Tees as FUN Ee ck ae hy ERI ie a Shee Pei oS ee *; ene... ee eles ae 
eee | ll ng ae ie: eee Te BAR cu Caten diate oS Ia ea ee ee ec oda tS: | nr aerial ie pi Se coe 
ie me - : . 2 ‘ 4 Tee Sear a yt P —— a amine ’ we es ; ee et 
eee ? . S 
Gay \ greenness 8 POR = “tad 
olny 
peat 
24 
resent 
SVS? 
cia? 74 
bi fil | Pe | Pe | 
=< ——___ ——— 
; ee a 
res Ce ee | 
yi 
ee — aseneete 
| 
; | 
a. . 
Bee | 
eg ; 
Saas 
ou | 
| 
Pp. 
Pee | 
wins | 
ie = 
to = 
ee a | 
ie | 
oer 
ies 
- Pe 
ti TT 
aie | 
ae 
| ! | 
ed | 
St | 
mes | 
Ba. 
ee ae — 
— eC 
Pas . 
ee a 
+ Lae 
m oe Po 
fie 
bead Pg 
i 
wort * | 
os 
ee 
ee | 
a 
: | 
a 
‘ ee | 
| 
es: a 
np OP your 
tlhe 
oat 
ie ; 
a vg 
a OOOO 
ee PT SS sessssnassnnsssnnsnsnnsnnsnatanensnaneenenesssessamms 
eo. 
re | "| ‘ R= 
Service, ) 
a ee Po 
? A | 
; ee ee PO 
an 
Bc 
ae 
= | 
erate 
pace 
3 
ae | 
yer 
as 
# 
. 
| i 
an y — 
ee a * ‘ ( : ler, = re . De. ee — a , ke * - bey 5 al S y me 
( ae ’ : 7 tlle pe SCR Ey TP ; fee Oks sare s ei af , > Soo a! j 
eles b ne TP Pte fic ae, eg a ee) : * Ses etic ee fie ee S wea — a ea an as ng ‘ at 2 - . 
jf te 4 Pe Ae plist pa! eo i ie oe a * nee a a i . | 
ae ; f t ge © al sce, . os ; > a es ae : - ie sg igi nh 3 ee ‘ “Ss 
wt ie ee : i ‘ 4 ey mae eae ; he a: ap ia 5 a ne eu be Si se sip ai adae RA Wc: ee Larne LN 
pita ’ eS ie ee Se ee ie ‘ Sa Wieden eae-c ieee oe Sing es EARL Seana Ce er ee ee iN oe oe eG ea mete eo ale 
ee ae ERS eee eee ec. hae: 7 meio. <. ne ie : tn ig a ae ; : ere ae e a eee ee 
a Ne ee ies ? : fa ogi ed : ee Hie. ieee . me eps ip ey ees irene 88 tee ae. Ls Wal ee ORs Si ae Tle cy G5 re, OO POON So a 
a er ‘USI: ae Pe ee” Oe ae Rs ee ne eee = eS ee ee bid A =. pee oN 2 = i” - -_— Be. ™ 4 RSS | Sel a yates + =e ee ey oe EY ee la See ee oe Sa ae gOS Na ri 


Advertising Age, January 13, 1958 


Fine-Screening 

Speeds Hiring 
Experienced in every 
phase of advertising, 
Bolton’s careful study of 
positions and applicants 
often brings them to- 
gether as handily as a 
brand new zipper. The 
Bolton man is geared for 
the job—or isn’t sent. 


WILLIAM BOLTON ASSOCIATES 


1243 Western Saving Fund Building 
Philadelphia 7, Pa. Kingsley 6-1330 
y 


Service Nationa 


SMART WOMAN 
PRODUCTION MANAGER AVAILABLE 


Creative, seasoned, experienced on lead- 
ing national accounts with color proofs 
to prove it. Top references from agency 
executives, clients and suppliers. Up 
through the ranks of traffic and service 
Money saving asset to you. Box 865, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Illinois. 


ACCOUNT EXECUTIVES 
LOOKING FOR A 
HAPPY & PROSPEROUS 
NEW YEAR! 


Fast growing, financially sound 
agency has unusually attractive 
offer for aggressive account man 
with some billing, or 1-man 
agency operator who is present- 
ly stymied. 
Box 862, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


FREE LANCE ARTIST 
Fast-growing Chicago agency has 
an exceptionally attractive offer for 
top-notch layout man. All the work 
you can handle. Write today! 

Box 861 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


64% of Stores to 
Cut Newspaper 
Ads, Says Dakins 


(Continued from Page 3) 
58, returns show 28% expect low- 
er profits, 22% think they will go 
up, and 50% expect about the same 
level as in ’56. 

On consumer debt, 30% regard 
it as too high; 41% urge caution; 
29% see no need for concern. 

On capital expenditures in ’58, 
the survey shows 53% plan no 
change; 29% plan to spend less; 
18% will spend more. 


® Malcolm P. MeNair, Lincoln Fi- 
lene professor of retailing in Har- 
vard University’s Graduate School 
of Business Administration, told 
the convention that 1958 will be a 
critical year. 

“Nobody really knows,” he said, 
“how deep this current readjust- 
ment will go or how long it will last. 
The consensus seems to be that we 
are involved in another of those 
‘rolling readjustments’ that have 
occurred at least twice previously 
in the dozen years since the end of 
the war. The most recent of these, 
in 1953-54, carried the Federal Re- 
serve Board’s index of production 
from 137 to 123 over a period of 15 
months, and raised unemployment 
to 5% of the labor force.” 

Noting that “we are confronted 
this time with something more 
than a ‘rolling readjustment’,” 
Prof. McNair suggested, “We owe 
it to ourselves to take a good look 


ART DIRECTOR ......---++> $15,000 UP 
SECRETARY, ADV. AGENCY ......-- 400 
PRODUCTION MGR. ....... TOP DOLLAR 
MEDIA BILLING .... 2... cee eeeeeee 350 


COMMERCIAL ILLUSTRATORS .. VARIOUS 
DOLLARS 


COME IN OR CALL VA 2293 
LOS ANGELES 
GALE GOODWIN AGENCY 
219 W. 7th ST., SUITE 1221 
(between Spring St. & Broadway on 7th) 


SPECIALIZING IN 
ADVERTISING PERSONNEL 


OFFSET CUTOUTS 

Stock promotional headings for repro- 
duction. OFFSET SCRAPBOOK No.1 con- 
taining 1,500 classified specimens, only 
$2.00 postpaid. A rich source of practical 
help and inspiration. Thousands in use 
Available also are books containing pro- 
motional art, cartoons, borders, panels, 
type fonts, holiday art, etc., at newly re- 
duced prices. Free descriptive folder. 

A. A. ARCHBOLD, Publisher 

P.O. Box 20740-A Los Angeles 6, Calif. 


INDUSTRIAL 
ACCOUNT EXECUTIVE 
WITH BILLING 


Midtown Agency is looking for re- 
sponsible executive interested in 
helping strong young agency accel- 
erate its growth and sharing in its 
profits. We are small but fully staffed 
with present billings near $1,000,000. 
This step is not a policy with us but 
is a one time opportunity for both 
parties. Not interested in those with 
record of shifts. Seeking man with 
talents, ideals and ambitions similar 
to our own. Replies will kept 
confidential. Box 858, Advertis' 
Age, = Lexington Ave., New Yor 
17, N. ¥. 


Our 47th Year 
LAST CALL! A. E. Toiletries, 
Pacific Coast 
ADV. MGR., Strong in grocery 
merchandising and store- 
promotions to 
FARM WRITER. Feed mfr. 
SENIOR MARKET RESEARC 
A 


ALYST $10M 
LAYOUT ARTIST. Big small-city 
agency $9-$10M 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 8S. Dearborn CE 6-5353 Chicago 


to $15M 


$15M 
$10-$11M 
H 


EXPERIENCED 
ADVERTISING/CATALOG MAN 
With Executive Background 

Chicago manufacturer of business and ac- 
counting essentials wants man with record 
of accomplishment in advertising or sales 
promotion to head up its catalog activities 
Must be strong in these departments: 
copywriting, layout, organization. Must 
have alert merchandise sense and know 
way around in graphic arts. 

Experience in either soft or hard lines 
catalogs, or directory compilation of high 
order, essential. Salary open. Give details 
in first letter. All replies in strict confi- 
dence. Our staff knows of this advertise- 
ment. Box 860, Advertising Age, 200 E. 
Illinois St., Chicago 11, Illinois. 


WANT TO EASE-UP? 
Seasoned advertising executive, ex- 
perienced in all branches, wants to 
buy substantial working interest in 
small to medium size Chicago 
agency. 


Box 864 go Age 
200 E. Illinois Street - Chicago, Illinois 


CUTS $1.25 
Up to 5 Sq. Inches 
ZINC 
Line or halftone flush mounted. 
Past Service— 
Satisfaction Guaranteed 
Write size of cut and screen preferred 
on back of copy and mail to 
WARD KAH 
Box A 87, Glendale, Calif. 


T/V DIRECTOR-PRODUCER 
10,000-$11,000 
Well-known Midwest Agency seeks man 
with good all-around directing-producing 
background. Automotive products experi- 
ence helpful. Contact me in confidence. 
ORGE E. PYLKAS 
EXECUTIVE ADVERTISING CONSULTANT 
CADILLAC ASSOCIATES, INC. 

220 S. State St. * Chicago « WA 2-4800 


SALES PROMOTION AND 
ADVERTISING MANAGER 


Responsibility for controlling a million dollar budget. Ex- 
perience required in production of packaging and point of 
sale materials. Should be well-grounded in supermarket 
merchandising. Frozen food experience desirable, food 
merchandising experience essential. Salary up to $12,000. 
Relocate in southern New Jersey. 


Box 863, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


at the possibility of a more serious 
deflationary episode than we have 
yet experienced in the postwar pe- 
riod 


s “For 1958,” he said, “the most 
reasonable forecast is one of price 
stability; the pattern of advance 
established in the last two years 
seems to have been broken, but no 
general down trend is as yet in the 
making. The wholesale price index 


NRDGA Is Now NRMA 

New York, Jan. 9—Name of the 
National Retail Dry Goods Assn. 
was officially changed yesterday 
| to National Retail Merchants Assn. 
|Purpose of the change, approved 
| by most of the members, was sim- 
plification and selection of a more 
descriptive name for the associa- 
tion, which represents 8,200 de- 
partment, specialty and chain 
| stores in the U.S. and Canada, do- 
ing a combined annual business of 
more than $17 billion. 

George W. Dowdy, exec vp and 

general manager of Belk Bros. Co., 
Charlotte, N. C., was elected pres- 
ident of NRMA to succeed Rich- 
ard W. Rich, president of Rich’s of 
Atlanta. 
The association went on record 
|as favoring Sunday closings for all 
| but a few types of retail stores and 
expressed its opposition to taxes 
|on advertising. Advertising is now 
|taxed in Baltimore; St. Louis, and 
Norfolk, Va., are considering such 
taxes. 

Bernard F. Gimbel, chairman of 
Gimbel Bros., received the Tobe 
award as the retailer of the year. * 


will ease a couple of points during 
the year,” he predicted, “but if 
there is any change in the consum- 
er price index it is likely to be a 
fractional edging up.” 

On department store sales for 
the first half, he said, “a break- 
even sales performance as against 
last year is about the best that I 
would hope for, and a showing of 
somewhere between 1% and 3% 
down would not surprise me.” 


® Edward W. Carter, president of 
Broadway-Hale Stores, Los An- 
geles, presented several ideas to 
offset a business slump. He sug- 
gested retail management must 
seek simultaneously to increase 
gross margins, reduce expenses and 
improve so-called “other” income. 
He recommended elimination of 
employe discounts, a greater em- 
phasis on profitable departments, 
reduction in selling expenses and 
further reduction of free services 
to customers. 


s One of the most heavily attend- 
ed sessions at the convention was 
a presentation of the impact of 
r.o.p. color on retail advertising. 

Edward F. Engel, manager of 
the association’s sales promotion 
division, said that 60% of member 
stores have r.o.p. color available in 
their areas. The NRDGA year-end 
survey showed that 58% of mem- 
ber stores use r.o.p. color, that 54% 
of this 58% report they get fair re- 
sults from its use, 38% report good 
results and 8% say results are poor. 

Charles Andrews, sales promo- 
tion director of the Nashville Ban- 
ner and Nashville Tennessean, 
told the conference that the use of 
r.o.p. color in department store ad- 
vertising applies to the whole range 
of merchandise, not merely to fash- 
ions. 


® Fred C. Hecht, general retail 
merchandise and sales manager of 
Sears, Roebuck & Co., Chicago, 
told the convention that Sears’ en- 
try into national advertising by 
means of magazines, which it start- 
ed in 1956, is “still experimental. 
“We feel national advertising 
can supplement the job done by 
local store promotion,” Mr. Hecht 
said. “Sears’ local store advertis- 
ing is done mostly through news- 
papers and circulars, with some 
local radio and television in cer- 


tain areas. We believe some per- 
manent part of our annual expen- 
diture in local media might be 
better spent at the national level 
to reach certain customers in a way 
local media cannot. What final 
per cent of our total advertising 


| budget this will take, we are not 


yet prepared to say. 


s “By far the greater portion of 
our local advertising outlay,” Mr. 
Hecht said, “is concentrated on 
traffic-getting, dollar-producing 
insertions. We concluded that a 
national advertising program was 
one way to provide our local 
stores with a back-drop of quality 
too difficult to portray through 
day-in, day-out local newspaper 
advertising that, rightly or wrong- 
ly, has come to be measured against 
the next day’s cash register re- 
ceipts. 

“I must emphasize,” Mr. Hecht 
said, “that we don’t sell newspaper 
advertising short. As of now—pos- 
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sibly always—national magazine 
advertising can only be one inte- 
gral part of Sears’ entire promo- 
tional picture. In fact, this kind of 
‘back drop’ advertising may actu- 
ally get more people interested in 
our newspaper advertising.” 


s Pointing out that the company 
is now entering a new phase of its 
development, “the era of Sears’ 
own national brand leadership, 
with the company assuming a 
clearer national image,” Mr. Hecht 
said the company’s “venture into 
national media, principally nation- 
al magazines, is experimental.” 
Advance, Butterick, McCall’s, 
Simplicity and Vogue pattern com- 
panies all participated in a film 
presentation showing that the 
home sewing industry totals $834,- 
000,000 a year. It was stressed that 
the dress pattern is the first link 
in a chain of purchases, including 
piece goods, notions, sewing equip- 
ment and other merchandise. + 


His salary jumped 
overnight from 
$8,500 to $13,750 


...He did it with a single 


classified ad in Advertising Age 
at a total cost of $12.50 


Incredible? Not when you know the basic facts. Over 
40,000 copies of Ad Age are distributed each Monday 
to key advertising, selling and marketing executives in 


the United States and Canada. 


And one of the best-read, most-used features in every 


issue is the ADVERTISING MARKET PLACE. 


That’s where buyers and seller put their heads together 
for fast action. That’s where a single “Position Wanted” 


or “Help Wanted” ad hits home with a bang. 


So—whether you’re “buying” or “selling”—you'll get 
fast action in the ADVERTISING MARKET PLACE. 


Try it by using this handy form today. 


Try it—use this handy form today. 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


oA be ae 


1 am enclosing $ 


Street 


1. State 


Clip and mail 


this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, IIlinois 
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Baltimore Admen Grumble Through 
Week of Ad Tax; Hope for Rescue 


(Continued from Page 1) 


collected from advertisers will be | determinations are made. 
refunded if tax ordinance is inval- | 


idated in pending litigation.” 


istates attorney’s office is wran- 
National and display advertisers | gling over whether to tax gross or 
are being informed of the added | net billings before or after commis- 
4% in their bills. Local radio and | sions, and whether or not to levy 
tv stations plan to do the same.|taxes on advertising which is de- 
Advertising sales executives on /|clared to be interstate commerce. 
media contacted by AA don’t an- | 


tisers for the taxes until the court 


In another complication, the) 


The two local dailies, while) 


ticipate any large scale cancela- | claiming that it is still too early to 


tions of advertising when the ad- draw any conclusions, have been 


vertisers receive their bills with 
the new tax added on. 


® Most advertisers and media rep- 
resentatives expect the ad tax laws 
to be declared unconstitutional or 


Chicagoans Map Defense 

Cuicaco, Jan. 7—Chicago 
broadcasting station executives 
and some agency men held an 
informal meeting last week to 
study means of preparing for 
any attempts to introduce a 
municipal advertising tax here. 
No such legislation is known to 
be planned or pending here 
now, but the feeling was that 
lack of planned _ counterat- 
tacking let the Baltimore tax 
pass. Ward Quaal, vp and gen- 
eral manager of WGN and 
WGN-TV, who called the meet- 
ing, said the group decided to 
shun publicity on the meeting 
to avoid calling any further at- 
tention to the ad tax situation. 


invalid by the courts. Litigation by 
16 complainants is now pending in 
circuit court and a hearing date 
will soon be set. Advertisers and 
media are reportedly ready to take 
their case to the Supreme Court if 
necessary. 

Taxes collected by media will be 
held in escrow by the media until 
the legality of the tax laws is de- 
termined. At least two broadcast- 
ers told AA that while they will 
bill local advertisers for the tax, 
they will not bill national adver- 


running the usual amounts of dis- | 
play advertising for this time of | 
the year. The weekly Afro-Ameri- | 
can told AA that while sales and | 
servicing ran slightly behind the 
corresponding week of 1957, this 
could be attributed to other factors. 


® Radio Station WITH, which 
claims to have done more business 
in 1957 than any other local broad- 
caster, states that the soundness 
of its programming will see it 
through another highly profitable 
year regardless of the taxes. Radio 
Station WBMD contends that the 
originally proposed advertisers tax 
of 7%% would have been disas- 
trous to that station. 

Local space and time salesmen 
report they haven’t as yet heard 
of any anticipated cuts in adver- 
tising expenditures due to the tax. 
All local media complain that the 
bookkeeping problems resulting 
from the taxes will cause head- 
aches and much added expense. 


® Advertising agencies are follow- 
ing a “wait-and-see” attitude. If 
the tax is declared to be valid, they 
will consider the total cost of space 
or time plus the tax in determining 
where to spend their money. Most 
advertisers and agencies are in- 
convenienced by the fact that when 
they set their budgets up for 1958, 
they hadn’t included the tax. They 
will decide whether to increase ad 
budgets or decrease advertising in 
accordance with the new costs only 
when and if the courts rule in favor 
of the tax ordinances. + 


Parliament Push to 
Stress Price Cut, 
New Filter, Recipe 


New York, Jan. 9—Philip Mor- 
ris Inc. will break advertising Jan. 
18 for its new filter-tip Parliament 
cigarets, and the price of the brand 
will be reduced 2¢ Jan. 13 to match 
the price of other popular-price 
filters. 

The new filter on Parliament, 
the company claims, delivers less 
tar through its 30,000 filaments 
than any other popular-price fil- 
tered cigaret. It is now available 
nationally. In addition, a new blend 
of tobaccos has been developed for 
the brand, the company says. 

Advertising for the new Parlia- 
ment will begin Jan. 18, with com- 
mercials on the Mike Wallace show 
(Saturdays at 10 p.m., ABC-TV). 
B&w page ads will break Jan. 20 
in 100 newspapers. The February 
3 issue of Life will carry a b&w 
page. In addition, a heavy tv spot 
campaign will be launched Jan. 19 
in all available markets. Later, it 
is expected that outdoor, radio and 
additional magazines will be used. 

Benton & Bowles is the agency 
for the brand. 


® The company announced the in- 
troduction of Parliament’s new 
high-filtration recessed filter at a 
news conference here this week. 
Tests by independent and compa- 
ny laboratories, it was said, show 
the new Hi-Fi (high filtration) 
mouthpiece “results in the most 


complete filtering action of any fil-| sales of two billion units. In 1957,| 


been reduced from 2.2 milligrams 
average nicotine per cigaret to 1.5 
mg, and tars have been reduced 
from 14.1 mg to 9.9 mg. 

The current issue of “Consumer 
Reports,” publication of the Con- 
sumers Union, which has been 
studying tar and nicotine content 
in cigarets, carries a special report 
on Parliaments. 


s Joseph F. Cullman III, presi- 
dent of Philip Morris Inc., said the 
company has done more “than just 
create a new high-efficiency filter. 
We also have produced a new blend 
of top quality tobaccos which com- 
plement the new filter and give the 
smoker a fine taste. 

“This cigaret,” he said, “is the re- 
sult of what we at Philip Morris 
consider a mandate from the pub- 
lic.” 

Mr. Cullman suggested that Par- 
liament smokers can become “cig- 
aret detectives. 

“Notice,” he said, “the tax stamp 
on the back of the Parliament flip- 
top box. On the packs with the new 
cigarets the ‘20’ on the tax stamp 
appears directly over the ‘P’ in 
Parliament. Former Parliament tax 
stamps point in the opposite di- 
rection.” 

In 1954, Benson & Hedges was 
consolidated with Philip Morris 
Inc. In 1956 the brand’s package 
was redesigned and marketed in 
its present flip-top box in blue, 
gold and white. Its price was also 
lowered somewhat, but it was still 
about 2¢ above competitive brands. 

In 1956, Parliament ranked 16th 


among leading cigaret brands, with 


AT ANA MEETING—One of the most 
(right), of Con -er-Mast, was this informal shot taken by Advertis- 


ing Age’s photc 


recent photos of Harvey Conover 


apher during the three-day meeting in November 


of the Assn. of National Advertisers, held in Atlantic City. Talking 
with Mr. Conover is Paul Vollmer, advertising manager of Blaw- 
Knox Co. 


Search Continues 
for Harvey Conover, 
Yacht Companions 


New York, Jan. 9—Search for 
Harvey Conover, president of Con- 
over-Mast Publications, and four 
other persons with him aboard his 
yawl Revonoc, missing since New 
Year’s day in the wind-lashed seas 
off the Florida coast, is being in- 
tensified and extended, his office 
here said today. 

All the other vessels reported 
missing in the severe storm off 
Florida have been found. The only 
one still to be accounted for is the 
Revonoc, a 45’ racing yawl, the 
third of that name owned and op- 
erated by Mr. Conover, an expert 
yachtsman. 

Mr. Conover was accompanied 
by his wife; his son, Lawrence, 27, 
an advertising representative of 
Yachting, published by Yachting 
Publishing Co. (not one of the 
Conover-Mast papers, although 
published in the same building 
here); Lawrence’s wife, Laury, 
and William Fluegelman, 29, an 
executive of N. Fluegelman Co., a 
textile converter. 


® The Conover yacht stopped 
briefly at Key West eight days ago 
en route to Miami. Its dinghy was 
picked up early this week in a cove 
north of Miami, but the Coast 
Guard said it is not unusual for 
sailing craft to lose dinghies in 
heavy weather, as they are gener- 
ally towed in the wake of their par- 
ent craft. 

The search, which is being con- 
ducted by the Coast Guard, the 
Navy, Marines and Air Force, as 
well as by private planes and the 
Cuban Air Force, has been extend- 
ed east of Cuba and as far west as 
Yucatan, Mexico. 

Harvey Conover Jr., advertising 
sales manager of Institutional 
Feeding & Housing, one of the 
C-M publications, and Richard 
Conover, brother of the Revonoc’s 
owner, who is partner of O-So 
Grape Co., Peoria, Ill., are work- 
ing with the searchers. 

The missing publisher is a rough 
water sailor of long experience 
and marked ability, his office said, 
and hopes are high that the inten- 
sive search being conducted will 
be successful. 


® Since Mr. Conover was reported 
missing, newspaper reports have 
erroneously indicated that Yacht- 
ing was one of the Conover-Mast 
publications. Reports have also cir- 
culated that just before Mr. Con- 
over left for Florida his organiza- 
tion and Yachting Publishing Co., 
which publishes Yachting, had been 
negotiating for the sale of that 
monthly to Conover-Mast. 

Critchel Rimington, president of 


ter cigaret now in the market.” | although it dropped to 17th place, | Yachting Publishing Co., teld Ap- 


Nicotine content, it was said, has/its sales were 2.4 billion units. + 


|VERTISING Ace that “no negotia- 


|tions, formal or informal, have 
been held by our company for the 
sale of Yachting to Conover-Mast.” 
Mr. Rimington said that Mr. Con- 
over has been a director and stock- 
holder of Yachting Publishing Co. 
for a number of years, and “a close 
associate,” but “there have been no 
discussions about selling Yachting 
to Conover-Mast or any other pub- 
lisher,” he said. 

Mr. Conover has long been a col- 
orful figure in the business publi- 
cation field. Described as “a rug- 
ged, hard-hitting executive who 
never spares himself” (AA, Nov. 
30, 1953), Mr. Conover was born 
in Hinsdale, Ill., Nov. 24, 1892. He 
was graduated from the University 
of Wisconsin, where he played foot- 
ball, and immediately afterward 
became an advertising salesman on 
Factory, then published by A. W. 
Shaw Co., Chicago. 

When World War I started, he 
went to France as an ambulance 
driver. Shortly afterward he trans- 
ferred to the Franco-American fly- 
ing corps as a fledgling fighter pi- 
lot. 

When the U.S. entered the war 
in 1917, he got a transfer to the 
U.S. Army Air Force. In 1918 he 
was wounded while on a strafing 
mission, but landed his plane be- 
hind the Allied frontline trenches 
just west of Verdun. 

He received the Croix de Guerre, 
the Purple Heart and the Distin- 
guished Service Cross for his serv- 
ices. 


= In 1919 he rejoined the A. W. 
Shaw Co., leaving in 1921 to be- 
come western manager of Engi- 
neering Magazine Co., of which he 
was later vp and then president. 
In 1928 McGraw-Hill Publishing 
Co. bought Factory from A. W. 
Shaw and Industrial Management 
and Industry Illustrated from En- 
gineering Magazine Co. Factory 
and Industrial Management were 
merged, and Industry Illustrated 
was merged with McGraw-Hill’s 
Industrial Engineering, which lat- 
er also became a part of today’s 
Factory Management & Mainte- 
nance. 

Following this development, Mr. 
Conover and B. P. Mast organized 
Conover-Mast Publications and in 
January, 1928, brought out Mill & 
Factory. Profits were plowed back 
into the business and new publi- 
cations added. 

Today, these include Aviation 
Age, Aviation Age Research & De- 
velopment Technical Handbook, 
Construction Equipment, Institu- 
tional Feeding & Housing, Mill & 
Factory, Purchasing, and the Con- 
over-Mast Purchasing Directory. 


# During World War II, Mr. Con- 
over went to England at the re- 
quest of the War Production Board 
and British Ministry of Production 
to promote the exchange of war 
production information and tech- 
niques between U.S. and British 
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war industries. 

In late 1944 and early 1945 he 
covered the Southwest Pacific un- 
der the sponsorship of the U.S. 
Naval Air Service to obtain infor- 
mation on the work of the aviation 
ground and operation forces. He 
was in the Philippines when Gen. 
MacArthur entered Manila. 

In 1948 Mr. Conover was sent 
to Germany by the U.S. Air Force 
as a consultant on the Berlin air- 
lift. 

When Aviation Age bowed in 
*46, Mr. Conover flew his own 
plane on a tour around the country 
visiting factories and aviation 
fields to solicit advertising and 
subscriptions, and picking up ed- 
itorial copy en route. 

His major hobby outside of busi- 
ness has always been boating. He 
started sailing in his teens, and has 
won several trophies with his rac- 
ing yawls in Bermuda and Nassau 
races. 


® He formerly was board chair- 
man of National Business Publica- 
tions, a member of the Press Club 
in Washington and the Holland So- 
ciety in New York. He is also a 
member of several yacht clubs, in- 
cluding the New York Yacht Club, 
Larchmont Yacht Club, Cruising 
Club of America, Essex Yacht Club, 
Royal Ocean Racing Club of Eng- 
land, the Off-Sounding Club and 
the Storm Trysail Club. 


WARD WHEELOCK LOST 
IN 1955 YACHT TRIP 

PHILADELPHIA, Jan. 9—The re- 
port that Harvey Conover and 
members of his family are missing 
in the yawl Revonoc off Key West 
recalls the loss of another man 
well known in advertising circles, 
Ward Wheelock. 

Mr. Wheelock, his wife and son 
and Mr. and Mrs. J. Kent Willing 
Jr. and two crew members were 
lost while on a yacht trip in the 
Caribbean in January, 1955. On 
July 1 of the same year, the Mont- 
gomery County orphans court de- 
clared Mr. Ward and his son Ian 
legally dead. 

Mr. Wheelock was chairman and 
president of Ward Wheelock Co., 
Philadelphia agency, which shut 
down in April, 1954, following the 
loss of the Campbell Soup Co. ac- 
count. Wheelock and its predeces- 
sor—F. Wallis Armstrong Co.— 
had had the Campbell account for 
more than 30 years. + 


Five Publications 
Post ‘57 Ad Records 


New York, Jan. 9—Three more 
magazines and a supplement have 
announced record advertising reve- 
nues for 1958. Previously, six mag- 
azines reported record ad achieve- 
ments for last year (AA, Jan. 6): 


e Look grossed $43,352,335 in ad 
revenues in 1957, compared with 
$34,350,878 for the previous year. 
The magazine carried 1,764.8 pages 
of ads last year. In 1956 it had 
1,630.9 pages. 


e Parade reports 1957 ad revenue 
of $19,424,430, with a total of 814.74 
pages. Comparable figures for the 
previous record year of 1956 were 
$16,468,439 and 767.57. 


eParents’ Magazine ad revenue to- 
taled $6,949,638 on 972.19 pages, 
compared with the previous mark 
Set in 1956 of $5,934,991 on 930.79 
pages. 


e The Saturday Evening Post en- 
joyed its highest ad revenue in 
1957 with a total of $90,930,000. 
This compares with $86,873,000 for 
1956, the second highest year. 


e U.S. News & World Report ad 
revenue hit an alltime high in 
1957, an estimated $16,499,441, with 
3,084.33 pages of ads, about 8% 
above the 1956 figures of $15,281,- 
540 for 3,203.49 pages. This is the 
eighth straight year that U.S. News 
has shown an increase, the maga- 
zine reports. # 
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P.0. Toughens 
Attitude Toward 
Rates on Inserts 


(Continued from Page 1) 
and many magazines are now at- 
tempting to carry material which 
cannot qualify under second class 
rules. 

The crucial test, Mr. Riley said, 
is whether the insert is actually a 
page of the periodical. 

“In some recent instances the 


inserts are simply samples of some- | 
body’s merchandise, and in many | 


instances the sample even carries 
text matter which says that is ex- 
actly what it is,” he said. 


Frequently, he pointed out, the 
department’s willingness to be 
flexible in interpreting the rules 
leads to difficulties with publish- 
ers who want equal or better treat- 
ment. 


= In the case of the Betty Crocker 
cookbook, Mr. Riley said, other 
publishers had been warned that 
the cookbook could not be carried 
at second class rates without 
changes. The department takes the 
position that the cookbook is really 
the property of General Mills, 
which is being distributed in the 
magazine, and is not actually a sec- 
tion of the magazine itself. 

The cookbook, Mr. Riley said, is 
not only available in the magazine, 
but it is also available directly 
from General Mills. 

Outcome of the dispute over the 
cookbook is still undecided. How- 
ever, with considerably more than 
$200,000 at stake, Ladies’ Home 
Journal officials have been confer- 
ring with the department, looking 
towards dismissal of the complaint. 

The Journal told AA that it had 
been given to understand that the 
ad was cleared with postal officials. 
There was still some dispute re- 
maining, however, 
what had been cleared. But the 
Post Office apparently was suffi- 
ciently impressed with the defense 
that the Journal has been asked 
to submit further information on 
the matter in writing. 


® Meanwhile, other instances of 


over exactly | 


FRESH AIR—For its second National 


Colorado Beef Week Feb. 1-9, the| 


|state again takes to the outdoors 
| for its ad setting. This color page 
will run in The New Yorker with 
\a b&w version in Gourmet, both 
‘Feb. 1. Curt Freiberger & Co., 
Denver, is the agency. 


Lower Court Backs 
WA&L in Schick Case, 
Asks Remington Exit 


PHILADELPHIA, Jan. 8—A _ tem- 
porary injunction prohibiting 
'Schick Inc. from using electric 
shaver advertising based on a “cot- 
ton test” idea was continued last 
night by district court Judge J. 
Cullen Ganey. 

At the same time, Judge Ganey 


, viewed. Among these are Anderson & Cairns, Roy S. Durstine Inc. and 


‘Court Dismisses NBC Station-Swap Case 


| PHILADELPHIA, Jan. 10—The government’s anti-trust suit against Ra- 
| dio Corp. of America and NBC was dismissed today by federal Judge 
| William H. Kirkpatrick. The suit charged RCA-NBC with unlawfully 
}conspiring to obtain five of the country’s top tv markets, charging 
|NBC’s affiliation power was used to force Westinghouse to swap its 
| Philadelphia stations for NBC’s Cleveland stations. The judge upheld 
the validity of the RCA-NBC contention that the government, if it had 
objections to the station acquisitions, should have made them before 
the FCC. The government is expected to appeal. 


Volkswagen Importer to Name First Agency 
ENGLEWoop, N. J., Jan. 10—Volkswagen of America Inc., subsidiary 

of the German auto maker, plans to appoint its first U. S. advertising 

{agency by the end of the month. A dozen agencies have been inter- 


J. M. Mathes Inc. 


Goetz Brewing Names Shaw, Potts-Woodbury 


Sr. Joserpu, Mo., Jan. 10—M. K. Goetz Brewing Co. has named Potts- 
Woodbury, Kansas City, to handle Goetz beer, and John W. Shaw Ad- 
vertising, Chicago, to handle Country Club malt liquor. About 24 agen- 
cies pitched for the $500,000 account, which Compton Advertising re- 
signed last year (AA, May 27) in favor of G. Heileman Brewing Co. 


Freeze Knocks Out Citrus Health Festival 


Los ANGELEs, Jan. 10—The National Citrus Merchandising Commit- 
tee has asked the National Assn. of Food Chains and the National Assn. 
of Retail Grocers to suspend the Citrus Health Festival scheduled na- 
tionwide for Jan. 16-25 because of cold weather crop losses in Florida, 
plus below normal navel orange crops in California. 


McCann Shifts McClure, Spaeth to Atlanta | 


New York, Jan. 10—McCann-Erickson has shifted two executives to 
Atlanta to work on Coca-Cola. John McClure, formerly a vp in the 
New York office, will head the sales development group in Atlanta. 
Robert Spaeth, formerly in the Chicago office, will head the bottler 
co-op promotion group. 


‘Saturday Review’ Dubs Josephs ‘Business Man of ‘58’ | 

New York, Jan. 10—Devereux C. Josephs, board chairman of New | 
York Life Insurance Co., will be named 1958’s “business man of the 
year” by Saturday Review in its Jan. 18 issue. In the same issue, Dexter 
M. Keezer, vp of McGraw-Hill Publishing Co., warned, in an examina- 


ordered that the Remington divi- 
sion of Sperry-Rand Corp. be 
dropped as a party to the action. 

Warwick & Legler, Schick’s for- 
mer agency, filed the original suit 
(AA, Oct. 28, 1957), claiming the 
cotton test idea belongs to that 
agency. It was understood that 
W&L featured the test in pitching 
for the Remington account, report- 
edly after Schick had seen the idea 
and rejected it. Subsequently 
Schick and its new agency, Ben- 
ton & Bowles, used a similar dem- 
onstration in a Look ad and on one 
by commercial (AA, Nov. 4, 1957). 
| 


sharp action by the Post Office as|* Schick's appeal from the injunc- 


a result of alleged violations of sec- 
ond class rules have come to light. 
Better Homes & Gardens, Des 
Moines, has come under postal 
scrutiny as the result of a subscrip- 
tion coupon stapled into a recent 
issue. 


|tion is pending in the U. S. court 
of appeals here. Judge Ganey’s rul- 
ing last night was made in his 
findings of fact and conclusions 
and orders, a necessary step be- 
fore the higher court can call a 
| hearing or take action. The judge’s 


Postal officials are maintaining |!1-Page report strongly supported 


that the coupon violates a law 
which specifies that coupons must 
not carry advertising matter. 
BH&G confirmed that “discus- 
sions” are under way with the Post 
Office, but said that no official ac- 
tion has been taken. The Post Of- 
fice, according to BH&G, is “in- 


quiring into the facts of the case.” | 


# With an estimated $60,000 at 
stake if it has to pay third class 
rates on the coupon, the publica- 


tion explained that the coupon had | 


been drafted by a new employe 
who is unfamiliar with this special 
law. (Legislation repealing the re- 
strictive law on subscription cou- 
pons was submitted to Congress by 


the Post Office Department last | 


year.) 


a aon : 
Among the other cases reported | wick & Legler with a “breach|\ “© by RKO 


recently is one where the depart- 
ment is asking a publisher to pay 
the transient rate on several thou- 


sand “bulk” subscriptions which it 


has honored for its periodical. + 


Maas Is Appointed 


Edward J. Maas, formerly with 


the pr department of J. M. Mathes 
Inc., New York, has been named 
public relations director of Wil- 
liams & London Advertising, New- 
ark, N. J. 


W&L in its original claims. 
| In his findings, Judge Ganey 
| said in part: “The contracts we 
|have seen dealing with the matter 
(of what belongs to the agency up- 
jon separation) have stated that 
|the agency retains all rights in any 
unpublished advertising and un- 
used plans, ideas, copy and so on. 

“No case has ever come to our 
attention in which a contract be- 
tween agency and client has pro- 
vided that unpublished or unused 
advertisements, plans and so on 
become the property of the client 
on termination. There may be such 
provisions in existence without our 
knowing about them. If there are, 
however, they would certainly be 
most exceptional.” 

Schick also has on file a $1,000,- 
000 counterclaim, charging War- 


of fiduciary relationship.” 


® In New York today, Paul War- 
wick, president of Warwick & Leg- 
ler, commented: 

“I wish to say in our opinion 
Judge Ganey’s findings completely 
confirm our position.” 


tion of the role of U. S. business and the national economy, that con- 
sumer production must keep pace with heavy industry in this country 
| or perhaps lose “our economic leadership, our security, and most every- 
| thing else in the process.” 


Dayton Dailies Settle Strike; Resume Publication 


Dayton, Jan. 10—The Daily News will resume publication Jan. 12, 
and the Journal Herald will again be published Jan. 13 after a three 
week suspension caused by a strike (AA, Dec. 30). A dispute with mail- 
| ers, pressmen and stereotypers, which began Dec. 20, was settled today 
with the signing of a two-year pact. 


Way Is Named VP, Media Head at EWRR 


New York, Jan. 10—Harry D. Way, who resigned last month as me- 
dia director of Warwick & Legler, has joined Erwin Wasey, Ruthrauff & 
Ryan as vp, director of media and member of the plans board. Wilson 
J. Main, a veteran of 20 years at Ruthrauff & Ryan, who last October 
was named director of media and research and plans board member at 
EWRR, has left the agency. Mr. Way has been succeeded at Warwick & 
Legler by H. H. Dobberteen, formerly of Bryan Houston Inc. (AA, 
Dec. 16). 


Top-Wip Inc. Names Campbell-Mithun 


Los ANGELEs, Jan. 10—Top-Wip Inc. has named Campbell-Mithun, 
Los Angeles, for a new product, a low calorie whipped dairy cream. 
National distribution will be sought. The Top-Wip budget is reported 
in excess of $1,000,000. D’Arcy Advertising Co. continues as agency for 
Reddi-Wip, a related company. 


Supp-hose by Mojud Gets $1,266,000 3-Month Push 


New York, Jan. 10—Chester H. Roth Co. will spend $1,266,000 in the 
next three months to introduce Supp-hose by Mojud, an elastic sheer 
nylon stocking containing no rubber, designed to “lift and support, thus 
ending leg fatigue.” The media list includes Charm, Goad Housekeep- 
ing, Ladies’ Home Journal, Life, Mademoiselle, Parents’ Magazine, The 
New Yorker, True Confessions, newspapers in 50 cities, tv spots on 
NBC, and transportation cards. Daniel & Charles is the agency. 


Adler Co. Names McCann; Other Late News 


e Adler Co., Cincinnati socks maker, has appointed McCann-Erickson, 
Cleveland, to handle its advertising. The company was a client of Ruth- 
rauff & Ryan (now merged with Erwin, Wasey & Co.) for 12 years. 


e Robert A. Schmid has resigned as vp of RKO Teleradio Pictures to 
become vp in charge of station relations for the NTA Film Network, a 
new post with the company. A veteran broadcasting executive, Mr. 
Schmid was a vp and director of Mutual Broadcasting System before 


e Volvo Distributing Co., importer of Sweden’s $2,300 Volvo, one of 
the top-selling foreign makes on the West Coast, will break a $100,000, 
two-month campaign in the New York area Jan. 20. Advertising Agen- 
cies Inc., New York, is handling. 


e Honey Harbour Co., Hollywood, Cal., has appointed Fletcher D. Rich- 
ards Inc. to handle advertising for Woolite and Lastic Life, cold-water 
soaps. The account, estimated at $500,000, will be serviced by Richards’ 


West Coast division, Harrington, Richards & Morgan. Charles W. Hoyt 


Schick Ine. told Apvanrmane Acs: = bmg tes oy a handled Woolite; Hixson & Jorgenson, Los 
“The only statement we have to 8 - 


make is that the judge hasn’t de-| e Carbona Products, New York, has named Rockmore Co. to handle its 


Theodore J. Miller, counsel for 


|| Last Minute News Flashes Barrow Report 


Hearings by FCC 
to Start March 3 


WASHINGTON, Jan. 9—The Fed- 
eral Communications Commission 
inched ahead with its tv network 


|study by announcing today that a 


hearing has been scheduled to pro- 
vide the public with an opportunity 
to voice its reaction to the recent 
report of the commission’s special 
network study group. 

According to FCC’s timetable, 
requests to appear are to be filed 
by Jan. 31. The hearing is to begin 
March 3 and to continue for an 
undesignated period. 

Since early October FCC mem- 
bers have been studying the multi- 
tude of proposals for tighter con- 
trol over networks outlined after 
two years of study by a special staff 
of economists and attorneys who 
worked under the supervision of 
Roscoe Barrow, dean of the Uni- 
versity of Cincinnati law school. 
In its announcement today the 
commission indicated it would like 
some reaction from the public be- 
fore deciding on its next move in 
handling the Barrow recommenda- 
tions. 


s The procedure outlined in the 
report was highly unusual. Ordi- 
narily when FCC wants opinion it 
raises specific questions, and fixes 
a deadline for the submission of 
comments in writing. Oral hear- 
ings are seldom heard until after 
the written comments are collected 
and analyzed. 

In the case of the Barrow re- 
jport, however, FCC specifically 
announced it is not interested in 
written statements. No _ specific 
questions are raised, either, but 
prospective witnesses are advised 
they should address themselves to 
findings, recommendations and 
conclusions contained in the Bar- 
row report. 

FCC also announced that the re- 
port will soon be available to the 
public at the Government Printing 
Office. Until now only a handful 
of mimeographed copies have been 
available, and the public has*seen 
required to refer to copies which 
are on file in the commission's pub- 
lic reference room. 

Many of the observations and 
conclusions which witnesses will 
be free to discuss at the hearings 
are scattered through the nearly 
7,000 words of text in the massive 
study. 


® Many of the proposals are de- 
signed to reduce the amount of in- 
fluence which networks have over 
prime station time. Option time 
would be abolished, and must buy 
would be replaced with some form 
of “minimum buy.” 

Steps were proposed to eliminate 
network influence over station 
rates and to prohibit networks 
from serving as spot representa- 
tives for affiliates, other than their 
owned and operated stations. 
Some of the other Barrow rec- 
ommendations dealt with multiple 
ownership, and included a proposal 
that no owner have more than 
three stations in the top 25 mar- 
kets. # 


Burlington Names Mathes 
Burlington Industries, New York, 
which claims to be the nation’s 
largest textile organization, has 
named J. M. Mathes Inc., New 
York, to handle its corporate ad- 
vertising. The program will fea- 
ture “the facts and policies contrib- 
uting to the corporate soundness 
and progress of Burlington.” It will 
begin around March 1 with in- 
sertions in business publications, 
newspapers and trade papers. The 
account, which has been dormant 
for some time, was last with J. 


termined yet who owns the idea.” + | advertising. The client was last with Norman Gladney Co. 


Walter Thompson Co. 
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‘Trapped’ Sponsors 
Remodel TV Shows 


(Continued from Page 2) | 
cle but already has been canceled 
at the end of 26 weeks by Revlon. 
If the move to Fridays at 8:30 p.m. 
works a rating miracle for this 
Desilu production, the cosmetics 
company undoubtedly will be hap- 
py to change its mind. 

Other video songsters fronting 
big shows for the first time this 
season haven’t as much reason for 
singing the blues as Guy Mitchell, 
but most of them also don’t have 
anything much to shout about ei- 
ther. 


s NBC’s Saturday night veteran, 
Perry Como, continues to keep pace 
with the country’s rating leaders, 
but none of the other singers, in- 


ae 


Perry Como 


= f 
ae 
Dinah Shore 


cluding Chevrolet’s returnee, Di- 
nah Shore, is in whistling distance 
of Mr. Nielsen’s winning circle. 

Perhaps the biggest disappoint- 
ment, considering his buildup and 
the expectation for him, is Frank 
Sinatra. ABC signed a $3,000,000 
contract to sew up this volatile per- 
former for radio and tv. He started 
off fast as a Friday night box of- 
fice pace setter, but Sinatra, the 
actor, in a series of tepid dramas, 
helped to bog Sinatra, the singer, 
in third place in his time spot. The 
network and his sponsor are hop- 
ing that a return to a live program 
of songs—last week’s session with 
Miss Shore as guest was live—will 
put Frankie back on the right rat- 
ing track. 


® Two slow-starting vocalists, Pat 
Boone (for Chevrolet on ABC) and 
Rosemary Clooney (for Lux on 
NBC) now show signs of catching 


spots, judging from the most re- 
cent Nielsen report. 

While the sponsors have been 
holding onto the stars they are 
more or less stuck with, they have 
been changing practically every- 
thing else in an effort to put some 


Rosemary Clooney Pat Boone 


life into their programs. Producers 
and directors have been shuttling 
in and out like football players un- 
der the two platoon system. 

Among the shows that have 
changed producers at least once 
during the early stages of the fall 
sesason: George Gobel and Eddie 
Fisher, the “Polly Bergen Show,” 
the “Eve Arden Show,” the “Big 
Record,” the “Pat Boone Show,” 
the “Gisele MacKenzie Show” and 
“Club Oasis,” with Dean Martin 
and others. 

If backstage shuffles don’t suc- 
ceed in beefing up a telecast, the 
next prescription seems to be a 
time shift. One such shift this sea- 
son has taken R. J. Reynolds’ “Har- 
bourmaster” from CBS to ABC 
where it turns up under the title 
of “Adventures of Scott Island.” 


8 Most of the time changes have 
been made by ABC, which effect- 
ed general shakeups on Wednes- 
day and Friday nights and also 
plans some changes Sunday nights. 

Betty White has moved to 
Wednesdays at 9:30 p.m., EST, for 
Plymouth and her show becomes 
a comedy-variety stanza, effective 
Feb. 5. 

Miss White’s old Friday night 
time spot has been taken over by 
Patrice Munse]l (Buick and Frigi- 
daire), whose earlier Friday night 
Sinatra lead-in period has been 


on. Both appear about ready to 
take over the lead in their time 


taken over by Revion’s “Walter 
| Winchell File.” On Sunday nights, 


You've never heard it so good — 
and Pulse bears us out by rating 
WBNS radio first in 315 out of 360 
uarter hours Monday through 
“riday — 6 a.m. to midnight. And 
when you hear sales coming from 
1,707,400 folks with $3,034,624,000 
—that's “good hearin’ ” 
Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 


Perry Como (Several sp 


Nielsen Box Score on Singers 


Dinah Shore (Chevrolet, NBC) 


Pat Boone (Chevrolet, ABC) 


Rosemary Clooney on “Lux Show” (NBC) 


Pillsbury, Armour, CBS) 


Dean Martin on “Club Oasis” (Oasis cigarets, NBC) 


Patti Page on “Big Record” (Oldsmobile, Kellogg, 


Eddie Fisher with George Gobel (Liggett 

& Myers, RCA-Whirlpool, NBC) 
Polly Bergen (Max Factor, NBC) 
Gisele MacKenzie (Scott, Schick, NBC) 
Frank Sinatra (Chesterfield, ABC) 
Patrice Munsel (Frigidaire, Buick, ABC) 


Guy Mitchell (Max Factor, ABC) 


reports were used. 


Martin and Mr. Welk in the half hour in 


Average Rank 
audience in time 
rating period 
s, NBC) 32.4 1 
ueiies 24.4 gees 
21.9 2° 
‘ulin 21.8 ae 
ETE OO. 19.6 2° 
scsieladl 18.6 3 
2 
. 3 
civsittaliannininbiciamenrttiens 15.1 3 
14.7 3 
8.6 3 
8.3 3 


Note: All these are the latest Nielsen ratings—that is from the first December 
report—except in the case of Eddie Fisher and Dean Martin, where November 


*Bested only by percentage points, Mr. Boone and Miss Clooney were close 
enough to first place to call it a tie for all practical purposes. 

**Mr. Martin was just percentage points ahead of the third placer, ABC’s Law- 
rence Welk, which adds up to what amounts to a tie for second between Mr. 


***Miss Shore had to score second at least since ABC, with a sustainer in the 
9 p.m., EST, Sunday spot doesn’t get a Nielsen rating for that period. 


which they compete. 


Best Foods’ long-running “You 
Asked for It” is moving from 7 to 
9:30 p.m., EST, to follow the new 
Sid Caesar-Imogene Coca comedy. 


a There was a good deal of talk 
about a new time spot for “Sally” 
(NBC), the new situation comedy 
with Joan Caulfield. This Chem- 
strand and Royal McBee sponsored 
telecast came up against unex- 
pectedly tough competition from 


Patti Page 


ABC’s popular new western, “Mav- 
erick.” After a raft of speculation 
on a crash cancellation, a time 
change, etc., the film now seems 
to be set for 26 weeks in its pres- 
ent Sunday night period, after a 
few minor revisions including a 
change of locale and a new love in- 
terest for “Sally.” 


# Subject of an equal amount of 
lamenting has been the new Shel- 
don Reynolds production, “The 
Dick & the Duchess,” co-sponsored 
on CBS by Mogen David and Hel- 
ene Curtis. For a while it looked 
as if the network was willing to 
give up on this one, but Mr. Rey- 
nolds came over from Europe with 
some new films, and the program 
now is expected to run out the 26 
weeks signed for. 

Another show that is running 
out its complete 26-week cycle de- 
spite a disappointing rating show- 
ing is Lorillard’s “Court of Last 
Resort,” on NBC, 


= One of the principal reasons why 
so many sponsors are doctoring 
and temporizing this season is the 
fact that there are no longer re- 
placement advertisers standing by 
to step into a good network time 
spot when it opens up in mid-con- 
tract. Fact is, “relief’’ sponsors 
these days are as hard to find as a 
taxi in the rush hour. 

Remington Rand got some 
“What’s My Line” (CBS) relief 


from the Florida Citrus Commis- 
sion, and Pharma-Craft sold off a 
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tract to U. S. Time Corp. But many 
advertisers, who have pined for 
“relief” on their tv expenditures, 
haven't been able to find any. 

Even “hot” properties like the 
westerns can’t attract “relief” 
backers this year. NBC has been 
looking, without success so far, for 
somebody to share “The Restless 
Gun” weekly schedule with War- 
ner Lambert. Which proves that 
even those all-powerful, swagger- 
ing cowboys can be beset with 
sponsor problems just like anybody 
else. 

But all things considered, most 
of tv’s current lineup of cowboys— 
four of whom are in the first De- 
cember Nielsen Top 10—have ev- 
ery reason to feel as self-assured 
as they look on the screen as they 
mow down the opposition. + 


Hambleton Names Ad Head 

Bert H. Hambleton has been 
named advertising and sales pro- 
motion manager of Childs Big 
Chain, a division of Kroger Co., 


Advertising Age, January 13, 1958 


New Industrial 


Complex Affects 


Five Agencies 


(Continued from Page 3) 
tries is Baker & Co., which grossed 
$53,000,000 last year. Its main 
| business is the refining and fabri- 
cation of platinum. Another is the 
50-year-old Hanovia Chemical & 
Mfg. Co., producer of gas-discharge 
lamps and liquid precious metals 
for the ceramics industry. 

The other consolidated compa- 
nies are American Platinum Works, 
Amersil Co.; East Newark Indus- 
trial Center; Irvington Smelting & 
Refining Works; D. E. Makepeace 
Co.; National Electric Instrument 
Co., and the H. A. Wilson Co. 


® Described as “associated domes- 
tic companies” are Azoplate Corp.; 
Charles Engelhard Inc., and Nu- 
clear Corp. of America. 

The five agencies currently shar- 
ing in the advertising of these com- 
panies are Stuart Sande Advertis- 
ing, Ashley Falls, Mass.; Cayton 
Inc., New York; Keyes, Martin & 
|Co., Springfield, N.J.; Lewin, Wil- 
| liams & Saylor, Newark, and Gold- 
smith-Tregar Co., Providence, R.I. 

George Briechle, advertising 
manager of Engelhard (he former- 
ly held the same position with 
Baker & Co.), told ADVERTISING AGE 
that no immediate changes are 
planned in this agency lineup but 
he indicated that the new corpora- 
tion is thinking of consolidating 
accounts. 


s Stuart Sande was given the as- 
signment of announcing consolida- 
tion. Ads ran in the Journal of 
Commerce, New York Times and 
|Wall Street Journal, with full pages 
|also scheduled for American Metal 
|Market and Business Week. Mr. 
Briechle also said that business 
paper ads of the various consoli- 
dated companies will carry a cut- 
out announcing the Engelhard 
affiliation. 

Of the five agencies, Stuart 
Sande and Keyes, Martin were be- 
lieved to be the most favorably 
situated, having handled advertis- 


which operates 33 supermarkets in 
Louisiana, Southern Arkansas and 


|}East Texas. Mr. Hambleton will 


headquarter in Shreveport, La. He 
was transferred from Kroger’s 


he has been an account executive 
in the company’s sales promotion 
and advertising department. 


general offices in Cincinnati, where | 


ing for a number of the consolidat- 

led companies. # 

_Carlton Names de Garmo 

Carlton Motors Corp., Brooklyn 

Ford dealer, has appointed de Gar- 
mo Inc., New York, to handle its 

advertising and public relations. 


oa 


part of its Steve Allen (NBC) con- 


Cotuns, Murcer & Hlutcuines, in 
333 WEST LAKE STREET AT WACKER DRIVE 
CHICAGO 6, ILLINOIS 


Photoengravings for Letterpress, Positives for Gravure 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Whether it’s a new dress or hat, or any one of a thousand things, 
people of the prosperous 14-county Greater Philadelphia market 
get ideas — buying ideas — when they're relaxed at home and 
going through the pages of their family newspaper—The Evening 
and Sunday Bulletin. And now advertisers can give their sales 
message the added impact of R.O.P. spot and full COLOR— 


evening and Sunday — seven days a week! 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. 
The Bulletin is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia * New York * Chicago 


Representatives: Sawyer Ferguson Walker Co., Detroit * Atlanta * Los Angeles 
San Francisco * Seattle. Florida Resorts: The Leonard Company, Miami Beach. 


In Philadelphia nearly everybody reads The Bulletin 
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AM PRAWCISCO’ 
avortle Columnist 


HERB CAEN 


Joins The 


San Francisco 


Chronicle 


THE VOICE OF 
THE WEST 


The Country's Most Distinguished Staff of Columnisis 


SYDNEY ALLEN — Business ALFRED FRANKENSTEIN — Music and Art ABE MELLINKOFF — Satire 

ROYCE BRIER — World Events RALPH GLEASON — Jazz and Pops TERRENCE O’FLAHERTY — Television 
ABIGAIL VAN BUREN—Lovelorn WILLIAM HOGAN — Books LEON PINKSON — Autos 

FLOYD CLYMER — Cars PAINE KNICKERBOCKER — Drama MILLIE ROBBINS — Society 
STANTON DELAPLANE —Pestcards GEORGE KOLTANOWSKI — Chess MARJORIE TRUMBULL — Vignettes 


And WHKL CONNOLLY, BILL LEISER, GRANT MATTHEWS and ART ROSENBAUM on Sports 


PLUS: These fine syndicated columnists 


CHARLES GOREN, HEDDA HOPPER, DREW PEARSON and SYLVIA PORTER 
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